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have particular reason to read Punch, whose book 
reviews and art criticisms are as famous as the illustrations. * 
And whatever one might be led to think, writers s 
and artists do frequently wear socks and pyjamas, drink 

brandy, use bookshelves, cameras, razors and writing paper, 

take out insurance and travel by air. All these 


are seen among the advertisement pages by those who 


READ PUNCH 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘PUNCH’ 


IO BOUVERIE STREET, LONDON, E.C.4. CENTRAL gI6I1 
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Directories which 
need sifting 


Sirn,—How I welcome 
Hutton’s criticism of buyers’ 
guides (January 8). They are the 
bane of the advertising manager 
as there is so little to help him 
in sifting the useful from the use 
less, It is excessively expensive 
and wasteful for most firms to 
zo into every directory under 
every possible heading, yet where 
are they to draw the line? 

There are far too many buyers’ 
guides and, if their true distribu- 
tion could be revealed, most of 


John 


IN THIS ISSUE— 


Geotirey Warren discusses the 
problem of allocating an adver- 
tising appropriation—page 88. 
NEXT WEEK’S issue will in- 
clude a description of a novel 
road safety exhibition. 


them would quickly disappear 
with consequent benefit to those 
that remain, to those who use 
them for reference and, above 
all. to the firms who are pestered 
to pay for entries in them. 

Several directories, based on 
area, should have some official 
status and be compiled without 
charge, the revenue being ob- 
tained from the sale of the 
directory, from display advertis- 
ing and bold entries. They would 
then be complete and, with the 
entry charge absent, there would 
be no incentive to duplicate 
headings—-a common trick to-day 
which taces a firm with having to 
go under alternative headings. 

1 support Mr. Hutton that a 
joint committee from the various 
interested associations should sift 
the directories and make recom- 
mendations to their members. 


P. Lioyp Jones, 


Publicity Manager, 
The A.P.V. Co., Lid. 


To The Editor. " 


Window display 
in Denmark 


Sirn,-Many readers must have 
been surprised to learn from the 
article on Denmark (January 1) 
that in that country 47 per cent of 
total] advertising expenditure goes 
into window display. 

Dr. Kjer Hansen, whom you 
quote as your authority for this 
statement, has been to no end 
of trouble to trace every possible 
form of expenditure which con- 
tributes to the cost of window 
display, and he includes such 
items as expense of window 
cleaning, window-pane insurance, 
“maintenance and interest” on 
window-boxes, signs, electrical 
installations, etc., as well as, of 
course, wages and lighting 
expenses. He then estimates that 
in Denmark kr. 115 million are 
spent on window display as 
against kr. 90 million on press 
advertising. 

It would be of great interest to 
see the breakdown of the costs 
attributed by Dr. Hansen to press 
advertising. Does kr. 90 million 
represent merely the cost of 
space, plus production? I suspect 
that it does. Or does it, in order 
to make possible a comparison 
on a fair basis with the detailed 
costing of window display, include 
such items as: 

A substantial proportion of the 
salary of the advertising manager 
and his staff; a smaller share of 
the salary and expense allowance 
of the managing director; a still 
smaller share of the salary of the 
office-boy, _lift-attendant and 
office-cleaners; share of the rent 
of the advertising department; 
share of lLghting, telephone, 
Stationery and postage of the ad- 
vertising department; share of 
depreciation on furniture and 


equipment used by the advertising 
department; share of the cost of 
the firm’s pension fund, fire 
insurance and annual Christmas 
party. 

If some of these items appear 
to be a little far-fetched, the same 
may be said for many of those 
included in Dr Hansen's estimate 
of the cost of window display. 1, 
for one, find it difficult to believe 
that point-of-sale expenditure 
exceeds press advertising expendi- 
ture in Denmark, or in any other 
country where advertising is 
highly developed. But the same 
yardstick must be used in 
measuring both. 

FRANK J. LEVENS. 
Managing Director, 
Joshua B. Powers Ltd. 


‘Estate agents’ ads. 


Oe . *. 
are misleading 

Sir,—While the stringent pre- 
cautions taken to clean up adver- 
tising have resulted in preventing 
many abuses, there are still a few 
“black spots” in the classified 
columns. 

Many estate agents crowd their 
superlatives into these columns 
with gay abandon. A _ barren, 
square patch is described as 
“large garden, well stocked,” a 
“desirable modern residence” is 
anything which has been standing 
for less than 100 years—-and in- 
stances of similar poetic (or copy- 
writer's) licence could be multi- 
plied many times. 

A favourite phrase at the 
moment is “90 per cent mortgages 
@rranged.” Maybe they are— 
sometimes—but anyone who 
knows anything about building 
societies will know how rarely. 
What is not made clear, however, 
is that the 90 per cent mortgage 
is not 90 per cent of the purchase 


TWENTY-FIVE YEARS AGO 


January, 1928 


In the United States Henry Ford 
spent what was then a record ad- 
verlising appropriation to launch a 
new car—£46,000 in one day and 
£230,000 in five days. 

* * * 

Arthur Chadwick was elected an 
associate member of the Institute of 
Incorporated Practitioners in Adver- 
tising. 

- * 

A baronetcy was received by Sir 
Gomer Berry in the New Year 
Honours List. 

* * * 

A 64-page review was published 

by the Nottingham Guardian. 
+ * * 


The Scottish linen and flax trade 
was discussing a co-operative publi- 
city campaign. 


The Daily Telegraph refused 

moneylenders’ advertisements. 
* * * 

A fierce petrol war was launched 
with the introduction of Ethyl 
petrol by the Anglo-American Oil 
Company. 

* * * 

A special “double number” of the 
Builder carried 240 pages of adver- 
tisements. 

* * * 

Regent Advertising Club secured 

premises in Buckingham Street. 
* * ~ 

The Coventry Billposting Co., 
Lid., gave fifty of their best sites 
for a poster campaign advocating 
Peace. 

* * 

G. V. Nye was appointed adver- 

tisement manager of Wireless World 


CHOCOLATE 
MAKING ... 


JANUARY 15, 1953 


price, but 90 per cent of the build- 
ing society's valuation of the 
property, which is vastly different 
from prevailing prices. 

In one of the leading London 
suburban papers last week I 
noticed several houses described 
as being located at “The Green.” 

Now “The Green” is, without 
doubt, the ideal location in that 
particular district. There are about 
a dozen houses on its fringe, 
handsome Georgian buildings. 

The properties offered for sale, 
however, were not these. Oh, no! 
Some of them were almost a mile 
away—in back streets. I asked 
two agents how they justified their 
description “The Green” and they 
answered glibly that it was the 
accepted practice, it indicated 
which part of the borough .. . 
and they inferred that any fool 
would know you couldn't buy a 
house on “The Green” for a 
paltry £4,000. 

Is this — still 
licence” or is it misrepresenta- 
tion? Would it not be equally 
truthful to describe properties in 
Pimlico as “Buckingham Palace”? 

Estate agents are keen on em- 
phasising their own professional 
Status, but the publication of mis- 
leading advertisements is not 
likely to enhance their claim. 

GopFrRey McEwan. 
Station Road, N.11. 


Gift schemes assailed 


Sir, —So purchasers of a packet 
of Fab can now buy a bar of 
Palmolive soap for one penny. 
How much longer is this ridicu- 
lous form of cut throat trading 
going on for? The retailers are 
tired of gift schemes, the public 
are, and, I think I can safely say, 
so is advertising. 

Let soap manufacturers, and 
others who use these schemes, get 
back to a sounder marketing 
policy, and away from the antics 
of a cheap jack trader. 

A bar of soap for a penny?— 
bah, soft soap. 


Edmonton, N.9. 


“copywriter’s 


PetTeR JOHNS. 


. . . allied to the West Country 


BristoL EVENING POST 


with more than 130,000 daily circulation 


Head O@ice: SILVER STREET and BROADMEAD, BRISTOL 


London Office: 85 FLEET STREET, E.C.4. 
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TIT em ~<a 


IS YOUR FUTURE CONCERNED 


WITH THE WOMEN’S MASS MARKET? 


IF YOUR FUTURE DEPENDS ON SALES IN THE WOMEN’S 
MASS MARKET HOMNGIS OM must UNQUESTIONABLY 
ENTER INTO YOUR PLANS FOR 1953 


Well over 1,750,000 weekly — Under 1G/= a page a thousand! 
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And READ it is from cover 


to cover by men and women who appreciate 


the work of first-class contributors. It is read, CERTIFIED 


AVERAGE NET SALE 


826,000 


COPIES WEEKLY 
for the period 
Jan-June 1952 


PAGE RATE £800 


odys 


onales ‘YOUR CAMPAIGN INTO THE HOMES OF BRITAIN 


A. W. BURNETT. Advertisement Director, EVERYBODY'S PUBLICATIONS LTD., 114 FLEET ST., LONDON, E.C.4 . CENTRAL 7521 
S§ 


not just glanced thrcugh—even wken passed on. 


EVERYBODY’S requires concentration and 


that is the attention your advertising will re- 


ceive. You cannot afford to ignore this market. 
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Spring scheme 
jor fish 


The White Fish Authority is to 
launch an extensive publicity cam- 


paign in the spring. It will be 
handled by Mather & Crowther 
Ltd. The scheme is still in the 


planning stage but it is understood 
that it will cover a number of types 
of publicity, including press and 
poster advertising, and brochures. 

It will be an educational cam- 
paign, not only asking the public 
to “Eat More Fish,” but telling 
them what to look for when buying 
fish and how to cook it. 


Tage Werner designed this poster 
for the first campaign by the British 


Rayon and Synthetic Fibres Federa- 
tion which breaks on March 1, It 
will be seen on 16-sheet solus and 
general sites in thirty towns and 
cities throughout the U.K. 

There will also be a double-crown 
poster on the London Underground 
and streamers on buses. Thirty-two 
litho plates were used in the printing 
of the 16-sheet poster, 25 for the 
the streamers, and 12 for the 
double-crown posters. The colours 
range from brilliant green to browns 
and yeilows. 

Heavy press advertising will break 
in the Sunday mewspapers” on 
March 1 and will continue in 
national and provincial newspapers, 
evenings, and women's magazines. 
The agents are Dudley Turner & 
Vincent Ltd. 


Big new campaigns break with 


record spending 


AMPLEX BUILD TO SUMMER PEAK: 
SLUMBERLAND DRIVE IN WEST 


TPYHE first of the Coronation year campaigns are breaking in 
the press with leading advertisers using bigger spaces than 

ever before. 

Agents are obviously working on larger appropriations. 

And the promise is of much bigger things to come: Plans 
are now being laid for many spring publicity drives on an 
unprecedented scale. 

The biggest campaign to date press. Clifford 


Agents are 


for Amplex chloropbyl! tablets Bloxham & Partners Ltd. 
has just started Advertising for the footwear 

Half pages and other large division of the Dominion Rubber 
spaces are being used in the’ Co., Ltd., has moved to Robert 
national dailies, Sundays, provin- Sharp & Partners. 
cials, big circulation magazines This account includes Fleet 
and women’s journals Foot sports and casual shoes and 

The campaign will continue, Pominion light and heavy water 
reaching its peak throughout the — proof rubber footwear. 
summer, A feature of the adver- Trade press advertising for 
tisements will be their modern art Fleet Foot started this week. An 
treatment with @ picture Of @ — extensive consumer campaign will 
girl’s face casting a dubious break at Easter. Final selection 
glance. The slogan is “Take of media has not been completed 
Amplex—and be sure.” Agents 
are Dolan Davis Whitcombe & Gan agus 
Stewart Ltd ‘ ? 

An intensive campaign for Express sales up 
Slumberland Ltd. will commence Both the Daily Express and 
in the national press on February Sunday Express average sales 
19 using large spaces in the figures for July-December 1952 


national dailics, Radio Times and 
Scottish papers. There will also 
be a special campaign in West 
of England papers and full page 
advertising in the furnishing trade 


were higher than for the first half 
of that year. The Daily Express 
rose from 4,042,141 to 4,093,580. 
The Sunday Express went up 
from 3,185,446 to 3,214,031. 


* 
? Ad. strip series 
‘ y ° Pp 
. a Ae ’ ° 
in *TV Comic’ 

Arthur Holland, well known 
manutacturer of toffees, has 
placed a contract with the “TV 
Comic” for 4 of a page weekly 
for one year in colour, 

Forbes Keir Lid. (Liverpool), 
the agents, have worked in con- 
junction with the = editorial 
department of the “TV Comic” 
to design “strip” characters and 
incidents appealing to readers. 
the adventures of the Holland 
lotlee Twins start in the issue 
of February 6 when “TV Comic” 
goes up to 16 pages permanently. 


Housewives’ choice 


I he influence exerted = by 
women on the buying of articles 
for use by men is proved in the 
latest Odhams research report on 
behalf of Woman 

Ihe report covers 14 products, 
and three degrees of 
women’s influence on buying for 
men -cases where women actually 
do the buying; where women go 
with their menfolk and help thera 
in their final decision; and where 
women give men their advice 
before buying 

Ihe report shows that 64 per 


d scusses 


cent of women habitually buy 
socks for their husbands, and & 
per cent for men outside then 
families. Six per cent of wives 


buy their men’s suits, 60 per cent 


buy their underwear, 56 per cent 
their pyjamas, 54 per cent thei 
shirts. and 63 per cent their 
dentifrice 
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ADVERTISER’S WEEKLY 


SPORTS EDITION 
STORY IS FILMED 


“Bolton Evening News Green 
Final” is a film with which the 
Bolton Evening News is now able 
to tell the story of its sports 
edition. 

Photo ge on 16 mm. by 
Jack Jeffery, one of the paper's 
staff photographers, it is a silent 
film lasting some twenty minutes, 
during which the whole story of 
the production of the sports 
edition, from the game onwards, 
is shown. 

It has already been exhibited 
with great success to about 200 
of the staff of the Bolton Evening 
News, many of whom appear in 
it, and will in due course be 
shown to schools, youth clubs, 
publicity and other associations, 
as well as visitors to the news- 
paper’s offices and _ printing 
Gepartment. 


eee eee) 


oining the A.B.C. 
The “Daily Sketch” is 


; director, Associated Nows-: 
: Papers. 


eeeee MPTTTTTITITIT TTT TTT TTT TTT 


:Stuart McClean, managing : 


16 
When an ill wind blows... 


Advertising saves the 


7 @ 
priniing 
© 
The ill wind that struck some 
trades in recent years has some- 
times “blown good” to both 
advertising and printing, accord- 
ing to Norman VY. Watson, man- 
aging director of John Wadding- 
ton, Ltd., the Leeds printers. 
In an article in The “Yorkshire 
Post” Trade Review he writes: 
“Because printing is the shuttle- 
cock of other trades, there have 
been one or two bright patches 
during the years. When other 
trades are down they have to 
advertise, and to advertise they 
must use printers. Certain indust- 
ries in Leeds have been com- 
pelled to intensify their advertis- 
ing campaigns, thereby providing 
additional work for printers. But 
such campaigns are short-lived.” 
Since 1945, states Mr. Watson, 
the printing industry had steadily 
returned to the uncontrolled 
competition of the 1930's. There 
were signs of ruthless price-cut- 


‘MANCHESTER nr NEWS’ WILL 
REVERT TO FULL SIZE NEXT MONTH 


Manchester Evening News is to 
revert from its present folio size 
to its pre-war full size on Feb- 
ruary 2. 

It is felt that this change will 
meet the readers’ convenience 
better and will be a more suitable 
format when it is possible to 
increase the pages of the paper 
later on. 

At present the folio size paper 
sometimes has 32 pages. It is 
expected that the average number 
of pages after the changeover to 
full size will be: Monday-Thurs- 
day, 10; Friday, 16; and Satur- 


day, 6. 
Rates unchanged 

Rates will remain unchanged 
at £3 Ss. s.c.i., apart from a few 
exceptions, including front and 
back corner spaces. There will 
also be a Slight adjustment on 
full-page and half-page rates, 
which will be £600 and £300, as 
compared with the present (folio 
size) rates of £312 and £156. 

The full size pages will have a 
depth of 234 in., with eight 2 in. 
columns. 


Fleet review 


programme 


Gale & Polden Ltd. have been 
authorised to publish the souvenir 
programme which will be issued 
in connection with the Queen's 
Review of the Fleet on June 15. 

of the major official 
Coronation publications this pro- 
gramme will have a minimum 
print run of 80,000 and distribu- 
tion will cover, not only the many 
thousands of visitors, but also 
officers of the Royal Navy and 
foreign fleets attending the review 

Advertising is being accepted for 
this programme. 


industry 


ting which placed the man who 
prided himself on quality in the 
dilemma of lowering his standards 
or being jostled out of the 
market. There were now three 
times as many printing salesmen 
calling to-day as there were 18 
months ago. 


During the past year the indus- 
try had suffered from a whirl- 
wind of falling prices in material, 
increased wages, falling orders 
from buyers, increased charges 
for coal and transport, fears that 
purchase tax might be abolished 
or eased, fears that purchase tax 
might be increased. All these 
factors had led to instability. 


“Fierce fight” is how Mr. Wat- 
son describes the rivalry between 
paper and tin for packaging. 
Many items which had hitherto 
been packed in tin were now 
packed in special paper and card- 
board containers. On the other 
hand, tin printing had made such 
strides in the last few years that 
many paper labels were becom- 
ing eaneceseary. 


At the annual meeting of the advertising and publishing trades section of 
the Manchester Chamber of Commerce when John Newton was re-elected 
chairman, left to right (seated): H. L. Hardwick (Pratt & Co. (Adv ertising) 
Lid.), John Newton Vlohn Newton (Publicity) Ltd.), W. H. Spurr ow 
& Co., Lid.), E. R. Broughton (Rowlinson-Broughton). Standing— Dr. W. 
Hubba (“The Textile Recorder’), C. F. Doncaster (‘Textile Mercury’ , 

. McMillan (Manchester Guardian & Evening News Lid.). (See “What 

Manchester thinks to-day”—page 118.) 


‘Children’s Wear’ new NTP journal 


In continuation of its post war 
development plan, the National 
Trade Press Ltd. announce the 
publication, in mid-April, of a 
new journal entitled Children’s 
Wear. 

N.T.P. launched Household 
Textiles & Domestic Linens \ast 
summer and Children's Wear will 
also cater for a section of the 
trade which is rapidly expanding. 
Since the war, it has grown suf- 
ficiently in volume and specialisa- 
tion to warrant the new venture. 
In the past N.T.P. have covered 
the more important developments 
of the children’s wear trade in the 
pages of Fashion and Fabrics, 
formerly the Drapers Organiser, 
but with the growth of more 


specialised retailing, this coverage 
had become inadequate. 

There have been many requests 
for a journal on the same stan- 
dards as Fashions and Fabrics. 
In Children’s Wear, the publishers 
intend to provide such a maga- 
zine. 

Children’s Wear will be pub- 
lished quarterly, each issue being 
keyed to the four big retail buy- 
ing periods of the year. The 
editorial will run to around 50 
pages in each issue and layout 
and illustrations will be on high 
class magazine lines. 

The editor of this new journal 
is Miss Mary Stock, who joined 
Fashions and Fabrics over two 
years ago. 
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Sales up for 
15th year 


For the 15th successive year 
the average weekly net sale of the 
Sunday Dispatch has shown a 
substantial increase. 

Announcing this fact, last Sun- 
day's issue said: “This claim can- 
not be made by any other news- 
paper in the country, morning, 
evening, or Sunday.” 

The weekly sale has increased 
from 741,166 in 1937 to 2,685,054 
last year. This last figure was 
66,544 higher than the 1951 
weekly average. Biggest increase 
occurred in 1946 when Lord 
Templewood’s story, Mission to 
Franco, sent sales soaring by 
90,000 a week, giving a year’s 
increase of 441,026 

Last Sunday’s record of these 
increases also makes a point of 
the fact that no mention of the 
Sunday Dispatch was made during 
the Press Commission's hearing, 
or in its final report. 


Livelier format 


for ‘Truth’ 


Truth, control of which has 
passed to Staples Press, will on 
March 6 appear in a livelier 
format, 124 in. x 93 in., as against 
the present 114 in. x 84 in., and 
with a cover after an absence of 
ten years. 

Despite the bigger type areas, 
there will be no increase in adver- 
tisement rates, apart from the new 
inside and back cover positions. 
The inside front cover will cost 
£66 and the back cover £50. 

Advertisers will have the choice 
of 2-col. and 3-col. measure 
pages, and series discounts will 
be increased. Brian L. Baker 
remains advertisement manager 
of Truth. 


‘World record’ in 


trade press ads. 


Arthur & Co., Ltd., Glasgow, 
warehousemen and clothing manu- 
facturers, have advertised in 674 
consecutive issues of Drapers’ 
Record. 

Now they are to expand their 
men’s and boys’ wear sales and have 
placed the first of a series of adver- 
tisements in the journal's associated 
paper—Men's Wear. 

“This 97-year-old house knows 
the value of consistent use of the 
trade press possibly even better than 
any other organisation,” states 
Men's Wear. By their regular adver- 
tising in Drapers’ Record they had 
probably created a world record. 


*‘Woman’s Outlook’ 


rates up 


Woman's Outlook rates have 
gone up by one-third—-from £15 
per page to £20 and pro rata. 

F. James, advertisement man- 
ager, Co-operative Press Ltd., 
states that the average sale during 
the last four months of 1952 was 
80,000 per issue, an increase of 
20,000. The new rate will equal 


Ss. per page, per 1.000. 

Sales are expected to reach 
100,000 early this year, says Mr. 
James. 
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Audience check on random posters sample 


LATEST RESEARCH IS ADVANCE ON 


Luton. 


‘TRAFFIC COUNT’ SYSTEM 


LAIMED as the first of its kind is a “poster audience” test 
which Outdoor Publicity, Ltd., have conducted in Wigan and 
It reveals that, during the test week, 86 per cent and 88 


per cent of adults in these towns respectively were able to see a 


“random sample” of posters. 

These findings were presented 
to council members of the British 
Poster Advertising Association 
and the London Poster Advertis- 
ing Association last week. 

Object of the research has 
been explained by R. Nelson, 
managing director, and A. E. 
Sykes, director, of Outdoor Pub- 
licity Ltd. (an associate of Lon- 
don Press Exchange Ltd. and 
F. C. Pritchard, Wood & Partners 
Ltd.). It is to bring the mea- 
surement of poster audiences into 
line with that used for other 
advertising media. 


Duplication problem 


Too much emphasis had in the 
past been placed on the “traffic 
count” in attempting to assess 
poster audiences, it was alleged. 
The traffic count could be taken 
only for individual sites and it 
did not indicate how many 
different people were able to see 
the display. No account was 
taken of duplication. 

The method adopted by the 
Outdoor Publicity survey (which 
was carried out by Research Ser- 
vices Ltd.) was based on inter- 
views with a random sample of 
adults in every 200th house. In 
each area 400 households were 
visited and approximately 950 
people interviewed. It is stressed 
that the samples embraced the 
towns’ “hinterlands,” from which 
people make journeys into town. 
The people interviewed were 
asked to give details of their jour- 
neys for purposes of work, shop- 
ping, entertainment, sport, etc. 


Opportunity to see 

A random sample of posters 
was chosen on the basis of every 
fourth site. It was found that 
the proportion of the adult popu- 
lation whose journeys took them 
past the 30 sites selected were: 
Wigan, 86 per cent; Luton, 88 per 
cent. On the basis of 15 sites the 
percentages were respectively 83 
and 74. The “opportunities to 
see’’ during the week were, on 
the basis of 30 sites: Wigan, 46 
times; Luton, 28 times; on the 
basis of 15 sjtes: Wigan, 26 times; 
Luton, 16 times. 

People interviewed were not 
asked if they saw the posters. It 
is claimed that the “opportunity 
to see’’ survey is comparable to 
newspapers’ readership surveys, 
which also indicate the number 
of readers who have an oppor- 
tunity to read the advertisements 

It is believed that comparable 
results would be obtained in sur- 
veys of other towns, and that the 
findings would not vary very 


much with the number of sites 


chosen or the length of the test 
period. 

The results of the survey are 
embodied in a pamphlet entitled 
Poster Research which claims: 

“This survey has shown that 
representative poster displays can 
reach four-fifths of the market 
with a frequency which most 
people will realise is astonishing 
when compared with other media. 
In co-operation with Mills & 
Rockleys Ltd., surveys are now 
being made in a wider field. We 
are confident they will conform 
to the above findings, and the 
results will be issued in due 
course.” 

* See “Measuring the Poster's 
Audience,” an extract from “Out- 
door Publicity,” the forthcoming 
book by R. Nelson and A. E. 
Sykes, page 103. 


The part played 
by local press 


The unique part played by the 
local press in advertising was 
mentioned by L. L. Dean, adver- 
tisement manager of the Birken- 
head News and Bebington News, 
to Birkenhead Round Table. 

“Not only does the local paper 
cater for the largest commercial 
advertiser,” he sad, “but it is also 
the major advertising medium for 
the local trader and the private 
individual.” 

He said that all advertising, 
could only achieve its object if 
it was base4i on a good story. 
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Poster contractors study Outdoor Publicity 


ADVERTISER'S WEEKLY 


fo f.: 


survey findings. L. 
Norman Gardner (president, London Poster Advertising Association), J. M. 
Beable (A.A. Sites), Richard Nelson (Outdoor Publicity), Major G. Harrison 
(London Press Exchange and Outdoor Publicity), George Mills (Mills & 
Rockleys), Sam Allen (David Allen), Basil Sheldon (Sheldons), A. E. 
Aylward (president, British Poster Advertising Association), 


Poster war in Bristol 


‘Ban stays’, 
censorship 


Latest development in the 
Bristol temperance poster war is 
that the outdoor advertising in- 
dustry’s trade censorship commit- 
tee has reaffirmed its ban. 

This decision was reached at 
a meeting of the committee last 
Thursday, reveals H. H. Malla- 
tratt, secretary, British Poster Ad- 
vertising Association. It follows 
on the exhibition of the posters 
in Bristol by Mills & Rockleys 
after their having allegedly 
refused to do so, and on a threat 
by Bristo] City Corporation to 
set up its own poster stations. 

Meanwhile representatives of 
Mills & Rockleys met the Bristol 
planning and reconstruction com- 
mittee last week to discuss the 
position, 

A carefully worded statement 


Deputy Premier at Irish A.A. 


annual dinner in Dublin 


Irish Deputy Premier and Minister for Industry and Com- 
merce, Mr. Sean Lemass, told guests at the Association of 
Advertisers’ annual dinner in Dublin that the Government had 


been “partially successful” in carrying out its two main tasks 


during 1952. 


These tasks, he said, were to 
eliminate deficits in the budget 
and in the country’s balance of 
trade and to get Irish workers to 
produce more. 

Mr. Lemass said: “Unless, in 
1953, a significant and all-round 
increase in production can 
achieved, the gains already made 
will be lost again-—-and the last 
position might be worse than the 
first.” 

He recognised that the burden 
of taxation is heavy, that there is 
“something to be said for the 
viewpoint that it has already 
reached the safety limits, and if 
increased further would be restric- 
tive of development.” 


Declaring the key to Ireland's 
problem lies mainly in agricul- 
ture, Mr. Lemass stated that the 
test products are wheat, beet and 
butter . . . “because this country 
is paying abroad millions of 
pounds every year to purchase 
them. 

“The nation’s ability to survive 
in a competitive world is deter- 
mined by the efficiency of all 
parts of the Irish economic organ- 
isation. We cannot afford to 
carry industries in which produc- 
tion costs have been inflated by 
the retention of out-of-date 
equipment and labour utilisation 
methods.” 


Says poster 
committee 


released to the press after the 
meeting says: “The difficulties 
which have arisen appear to have 
been satisfactorily resolved, and 
it Was aoparent as a result of the 
discussion that there is now no 
difference in principle between 
the committee and Mills & 
Rockleys.” 

Alderman W. H. Hennessey, 
vice-chairman of the committee, 
told) ADVERTISER'S WEEKLY'S 
West Country reporter that a 
section of the city’s Labour- 
dominated council would con- 
tinue to urge the setting up of 
Corporation poster sites. 

In view of the agreed statement, 
this could mean that any differ- 
ences which may exist are not 
with the firm but rather with the 
poster censorship committee. 

Represented on the committee 
are the British Poster Advertising 
Association, the London Poster 
Advertising Association. and the 
Solus Outdoor Advertising Asso- 
ciation, 


Agencies preparing 
for busy year 


Fvidence of great activity in 
advertising agencies and studios 
as firms prepare for the heavy 
demands of Coronation year was 
underlined last week, by the 
classified advertisement pages of 
ADVERTISER'S WEPKLY, 

For the first time ever the 
classifieds ran to 44 pages, no 
fewer than 145 advertisers being 
represented. 

Most of the advertisements 
were for situations vacant, the 
general indication being one of 
expansion in staffs. There was 


strong evidence also that firms 
are gearing 
job of 
market, 


themselves for the 


tackling the buyers’ 
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‘Woe betide manufacturers who take 
the women’s market for granted’ 


Club News 


London 


The economic state 
of the nation 


After a provocative address on 
economic prospects by George 
Schwartz, deputy city editor, Sunday 
Times, Monday's meeting of the 
Publicity Club of London resolved 
itself into an inquest on the state of 
the nation. 

Mr. Schwartz, who took a sombre 
view of Britain’s future, said we 
could snap out of our balance of 
payments difficulties in a decade if 
we could cither cut our living stan- 
dards, or increase productivity, by 
three or four per cent. During a 
long and lively discussion, the 
speaker was challenged on many 
points. 

Fdward FE. Preston, now a vice- 
president, was presented by the 
chairman, Ivan Luckin, with an en 
graved silver cigarette case (pre- 
viously handed to him informally at 
1 complimentary luncheon) and an 
iuminated address in recognition of 
his services as hon. secretary, 1947 
1952 


Women’s Club 


Pensioners are 
entertained 


The annual old people’s party 
given by the Women’s Advertising 
Club of London at the Y.W.C.A. 
on Saturday, was up to its usual 
standard of jollity and bright 
enfertainment. Thirty-five old pen- 
sioners drawn trom the City of 
London Welfare Association and 
the W.V.S. were the guests. 

The president, Mrs. Mollic 
Coglan (Sales Research Services 
Ltd.) received the guests. As they 
departed cach received a gift and 
a generous parcel of food to take 
away. 


Coventry 
Rebuilding the 
cathedral 


Addressing Coventry Publicity 
Association, Basil Spence, architect 
for the reconstruction of Coventry 
Cathedral, denied that its rebuilding 
would impede the housing pro- 
gramme. 

With the aid of slides Mr, Spence 
explained aspects of his design 
which he maintained was _ not 
revolutionary but traditional. He 
felt that many people had launched 
forth in print with their criticisms 
before they had really considered 
the proposals objectively. 


Bournemouth 


Days of Delane 


Speaker at the monthly luncheon 
of Bournemouth Publicity Club was 
H. W. Ingleton, editor of the 
Bournemouth Times, who has 
recently finished his year as presi- 
dent of the Guild of British News- 
paper Editors. He spoke on the 
contribution to journalism — of 
Delane. the great editor of The 
Times from 1841 to 1877. 


“To succeed as advertising men 
and women we have to succeed in 
selling to women. We should not 
fail to appeal to each individual 
girl when she starts her buying 
and is particularly receptive to 
what we have to tell her. She 
has a long shopping life ahead 
and to gain her initial custom is 
the first and most important step 
towards keeping it throughout her 


This comment was made by 
Kenneth Rawlins, advertisement 
manager of Woman's Own, address- 
ing Liverpool and District Publicity 
Association. 

Above the age of 16 there were 
rather under 20,000,000 women in 
the whole country of whom 700,000 
were in social class “A,” 1,500,000 
in class “B" and rather under 
3,500,000 in class “C.”’ The remain- 
ing 14,000,000 were in class “D-E,” 
which together comprised about 72 
per cent of all the families in the 
country, 

What of the influence of these 
women in the buyer's market 
to-day? 

“In sheer weight of numbers,” 
continued Mr. Rawlins, “they are 
so large a force and so densely 
situated in a small geographical 
space, that they present, in terms of 
spending power, in relation to area 
the most highly concentrated mass 
markeung unit anywhere in the 
world. 

“There is a tendency in all of us, 
as we grow older, to become rather 
more set in our ways and confirmed 
in our habits and that is certainly true 
of our maturing housewives, but 
woe betide any manufacturer who 
takes them for granted; they are 
well aware of their own importance 
as consumers and rising prices or 
lowering standards of quality will 
find them unhesitatingly refuting 
the habits of years and buying some- 
thing else.” 


Leicester 
Dearth of good 
text books 


“Vocational training for an adver 
tsing career 1s largely a matter of 
self-help,’ declared E. Ward Burton, 
chairman, education committee, of 
the Institute of Incorporated Prac- 
titioners in Advertising, told Leices- 
ter Publicity Club. He emphasised 
that recruits to the business should 
possess personality, courage, faith, 
and talent. 

He also regretted that there was 
a dearth of good text books for the 
youngsters entering the business, but 
said that steps were being taken to 
remedy this defect 


Leeds 


. 
Children’s party 

The annual children’s party held 
by the Publicity Club of Leeds took 
place last Saturday at the Astoria 
Ballroom, Leeds. Robert William- 
son, president of the Club, helped 
to keep the young folk happy, 
together with Henry J. Sutcliffe, 
chairman of the social committee, 
who was well supported by members 
of the committee, 

There was every ingredient to 
make a happy party—a band, games. 
a ventriloquist, a clown, dancing. 
a real party tea, and finally Father 
Christmas who distributed gifts. 


A new way to pay 
old debts 


Business letters should be written 
to a two-fold plan—to please the 
reader and to produce the result 
desired by the sender, Miss Kay M. 
Murphy told the Advertising Club 
of Oxford. 

The audience was amused by one 
or two examples of debt-collecting 
letters composed with these twin 
objects in mind. 

Miss Murphy spoke mainly about 
circular letters, which she said pro- 
duced as many degrees of results 
as there were appeals. 

Miss FE. Craythorne, chairman of 
Oxford Business and Professional 
Women’s Club, expressed thanks 


Glasgow 
Banker’s apologia 


For their first meeting of 1953 
members of the Publicity Club of 
Glasgow heard the topic “A banker's 
apologia™ discussed by David 
Rodger, of the British Linen Bank, 
Edinburgh, a distinguished student 
of Scottish banking and an expert 
in foreign business and exchange 
control. 


Birmingham 
Typography class 


The recently formed typography 
class at the Birmingham College of 
Arts and Crafts was visited last 
week by the president of the Bir- 
mingham Publicity Association, 
Tom C. Gough, and the chairman 
of the Association's education com 
mittee, R. Davies. The  typo- 
zraphy class was begun in Septem- 
her last at the instigation of the 
education committee, to provide an 
organised course of study for pro 
duction men and women in Bir- 
mingham, who, until then, had had 
no such facilities. 

The syllabus ‘for the course was 
prepared by Brian Hilton — of 
ADVERTISER'S Weekty and the class 
is instructed by Mr. Blomberg of 
the Birmingham College of Art. 


New volume on 
design planned 


The fourth volume of Desiguers 
In Britain will be published for the 
Society of Industrial Artists early in 
1954. The editor of this volume will 
be Herbert Spencer. Sections will 
include book design, booklets 
folders and leaflets, ceramics, 
domestic equipment, exhibition and 
display, fashion, furniture, illustra- 
tion, industrial equipment and 
instruments, packaging, posters 
press advertising, stationery, textiles, 
trade marks, and typography. 

All commercial and industrial 
designers practising in Great Britain 
whether or not members of th 
Society of Industrial Artists, adver- 
tisers, manufacturers and publishers, 
are invited to submit work for the 
consideration of the selection com- 
mittee. 

Full particulars can be obtained 
from the secretary, Society of 
Industrial Artists, 7 Woburn Square 
London, W.C.1. Closing date for 
submissions is February 17 
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Aluminium containers printed in 
orange, bronze blue and white are 
now being used for Durium drills 
made by The Rawlplug Co., Ltd. 
Bright colours were selected to make 
it easier for workmen to find the 
drills in their tool kits. The new 
containers are being advertised in 
the technical press. Rumble, Crow- 
ther & Nicholas Lid. are the agents. 


Selling as a 
craft 


Sales Management is the ability 
to ensure the supply of the right 
goods to the right customer at 
the right place, at the right time, 
in the right package, in the right 
post, and for the right payment, 
E. M. Fraser, sales controller of 
Imperial Chemical Industries 
Ltd, told members of the Glas- 
gow branch of the Incorporated 
Sales Managers’ Association last 
wee 

In the chemical industry, he 
said, it was hopeless to try to use 
the technique of trying to  per- 
suade some one who did not want 
an article that he really wanted 
it all the time. They required 
low-pressure salesmanship. As 
chemicals entered into every in 
dustry and were part of, or had 
been used in the manufacture of 
ull consumer goods, the ideal 
sales manager in the industry 
Must consequently review con 
stantly all processes employed in 
all industries operating in his 
area; have a staff knowledgeable 
in all processes used; and, finally, 
have people behind him who were 
experienced in the uses of specific 
products 

There were not enough quali- 
fied men in this country to meet 
all these requirements, and firms 
must train the men themselves. 

Training was prolonged and 
based on the theory that selling 
was not an art or a science, but 
a craft 


Ticket concession 
for ‘Ideal Home’ 


A ticket concession for visitors 
to this year’s Daily Mail Ideal 
Home exhibition, to be held at 
Olympia from March 3-28, was 
announced in large space press 
advertising in the Daily Mail this 
week. 

Applicants before February 28 
will be able to purchase tickets 
for 2s. 6d. (1s. 3d. children). After 
that date the price wil] be 3s. 
(Is. 6d. children). A_ special 
entrance is being reserved for 
holders of advance tickets 
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know. 


THE ANSWERS. 


Conference. 


What do YOU think about 
advertising conierences? 


What do advertising people think about advertising 
conferences? What do they expect to get out of them? 
What do they consider should be their primary purpose ? 
What kind of conferences do they want ? 

No one really knows the answers to these questions. 
Everyone—especially the Advertising Association, which 
has to organise conferences—would very much like to 


“ADVERTISER’S WEEKLY,” BY SEEKING THE CO- 
OPERATION OF ITS READERS, IS GOING TO FIND 


This it will do, with the approval and help of the Adver- 
tising Association, by means of a novel competition, which 
will be a prelude to the Eastbourne Advertising Conference 
in May. The competition will take the form of an opinion 
poll, the results of which will be published before the 


To encourage the largest possible entry, “Advertiser's 
Weekly” will offer prizes to the total value of over £60. 
Full details will be announced shortly. 


P.R. SHOULD 


“The objectives of your pub- 
lic relations programme should 
be simple, practical and geared to 
your major purpose—increased 
sales of your products, services, 
or ideas.” 

This is stated in a promotion 
brochure prepared by the P.R 
Group of Foote, Cone & Belding 
Ltd ; 

It discusses the purpose of 
public relations in general, and 
then enumerates the — services 
F.C.B. can offer. 

The five objectives of public 
relations are listed as commun 
cation, publicity, understanding, 
goodwill and sales 
~ “Goodwill is more than making 
sales,” it is stated 

“Customers, for instance, do 
not stay satisfied —unless nothing 


‘We are behind 
by 30 years’ 


It is the firm which employs a 
public relations policy as well as 
advertising that gets the edge of 
its competitors, E. D. (Toby) 
O'Brien, public relations con- 
sultant, told the London branch 
of the Incorporated Sales Man- 
agers’ Association. 

“Public relations,” he said, “is 
not a mystery or an_ occult 
science. It is the experienced ap- 
plication of common _ sense. 
Fundamentally it is the interpreta- 
tion of a company’s policy to the 


public. But it is also the inter- 
pretation to those who create 
policy, movements of public 


opinion and the results which any 
projected action might bring. 

“Advertising and public rela- 
tions are complementary to each 
other.” he continued. “You are 
no more likely to have a success- 
ful public relations campaign 
without advertising than you are 
vice versa.” 


HELP SALES 


ever goes wrong: but this is a 
dangerous assumption, for even 
with the best run organisations 
some things can always go wrong 
in these complicated, high- 
pressure times 

“People will put up with mis- 
takes, provided they understand 
about the organisation respon- 
sible—its aims, standards, efforts 
and difficulties—and have reason 
to believe it is interested in their 
views about it.” 


The brochure mentions that 
F.C.B..s P.R. director and all 
senior P.R. account executives 


ure members of the Institute of 
Public Relations, and outlines the 
terms of service very frankly, 
especially as regards out-of- 
pocket expenses and costs. 


.. - how America 
does it 


Quoting the dictum “Informa- 
tion is the presentation of facts 
to enlighten; propaganda is the 
presentation of facts to influ- 
ence,” Charles Weaver, informa- 
tion specialist and attaché of the 
United States Embassy in 
London, described to the Institute 
of Public Relations last week how 
the Embassy's information and 
cultural division seek to portray 
the American way of life to 
Britons. 

It was not the function of a 
Government information service 
to compete with news agencies or 
newspapers, he emphasised: its 
object was to provide additional 
information that could not be 
transmitted through the usual 
channels. A better understanding 
of America came through press, 
radio, periodicals, lecturers. 
teachers, and the interchange of 
research workers and other per 
sonnel], 


Competition series 
on the screen 


Anona Winn as she appears in 
the second edition of “Tips” (the 
new competition film series which 


includes advertisements) to be 
generally released throughout the 
country by Screen Audiences Ltd. 
in February. 

Advertisers in the first edition, 
now on show, are Persil, Astral 
skin cream, and Batchelors 
chicken noodle soup. 

“Tips” offers filmgoers hints on 
household, beauty, gardening and 
other matters and a chance to win 
£25. Prize-winners’ names appear 
regularly each week in Woman. 


‘No ad. war’, say 
film men 


If there is a “war on between 
Wardour Street and Flect Street 
it is all very “hush-hush.”’ 

Leslie W. Needham, director of 
advertising, Express group, who 
last week stated that he had told 


Metro-Goldwyn-Mayer that it 
might be “embarrassing” if an 
advertisement for the Empire, 


Leicester Square, appeared in the 
Daily Express, in view of film 
advertisement cancellations in the 


Evening Standard and Sunday 
Express, has nothing to add. 
“No further news,” says J 


Leslie Williams, publicity director 
of Metro-Goldwyn-Mayer. 

A denial that there is any sort 
of “war” is given by John Ware. 
publicity director of Twentieth- 
Century Fox. While the dailies 
carried advertisements for films on 
general release, they had never 
carried much advertising for new 
West End pictures, he said. 

Jack Francis, publicity and ad- 
vertising director, Warner Bros.. 
claims: “There can hardly be a 
‘war’ in view of the fact that the 
Sunday Express and Evenine 
Standard critics are still invited 
to our press shows.” 


CORONATION COLUMN 


Scottish designs 


\s a guide to Scottish manu- 
lucturers making souvenirs, street 
decorations, displays and favours 
for the Coronation, the Scottish 
committee of the Council of In- 
dustrial Design have published 
designs based on the Crown of 
Scotland and the Royal Arms in 
Seottish form 

These have been published in 
a folder which can be purchased 
at £1 and have been prepared by 
Scots designers Walter Pritchard 
and Gordon Huntly 


¥ * * 


The Daily Herald has launched a 
new £2,000 competition with a 
Coronation “angle.” Competitors 
ire asked to select 12 radio turns for 


their 


4 Coronation Radio Variety pro- 
mine Entry fee is Id. and pro- 
ds will go to the British Wircless 

for the Blind Fund. 


* » * 


The News Chronicle is running 
a “Coronation year home of your 
own” competition in which entrants 
ire, asked to design and comment 
on houses and gardens, the winner 
to be awarded a specially built 
hou The competition will run in 
four series and awards worth more 
than £5,000 will be made. The 
Minister of Housing has approved. 

¥ * * 
trip to London by 
w the Coronation decora- 


tions on May 30 is being organised 
by the Salford City Reporter and 


everybody will be insured for £1,000. 
The Reporter organised a similar 
outing to the Festival of Britain 
Exhibition in London. 

‘ * * 


The Coronation issue of Modern 
Transport will be published on May 
10, and will contain messages from 
Commonwealth Prime Ministers and 
Ministers of Transport relative to 
transport problems in their coun- 
tries. Three and four colour covers 


and insets will be available for the 
first time ever in this technical 
weekly newspaper. 


—AND THE NEED FOR A HAIRCUT 


Ted Jones, head of public relations of Napper, Stinton, Woolley Ltd. 
told members of the Leatherhead Round Table he regretted that even 


honest-to-goodness press agents 


were 


discarding their colourfully 


hectic Bohemianism for the dignity of the public relations label] 


“but what it needs at 


haircut!” 


“However, public relations is here. and it’s here to stay.” he added, 
the moment 


is a good haircut—an Army 
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ADVERTISER'S WEEKLY 


About People 


Vice-chairman for 
Technical and 


General 


Technical & General Advertising 
Agency Ltd. announce the appoint- 
ment of Arthur Hughes as vicc- 
chairman of the company, and 
of T. J. Fielding as joint managing 
director with Mr. Hughes. 

Mr. Hughes joined Basil 
Butler Co., Ltd., in 1928 in Bir- 
mingham, and moved with the 
agency to London, subsequently 
becoming general manager. In 1939 
he left to join Armstrong-Warden 
Lid. as a director, and during the 
war acted as R.A.F. P.R.O. in the 
Interservices Public Relations 
Directorate in India. Returning in 
1946, he joined C. J. Lytle Lid. as 
account executive, and in December 
1946 moved to London Press 
Ixchange, becoming manager of the 
technical department. On the 
acquisition of Technical & General 
Advertising Agency Ltd. by the 
L.P.E. Group in 1948 he became its 
new managing director. 

Mr. Fielding began his career as 
an engineer and journalist, became 
a Lt.-Col. in the Royal Signals in 
the war, and on his return joined 
Bakelite Ltd. as assistant marketin 
manager and technical editor of all 
publications. He joined Technical 
and General as a director in 1949, 

” * * 


John A. Musto has joined the 
Gaiety theme of Marconi's 

ireless Telegraph Co.,  Ltd., 
Chelmsford to take charge of ad- 
vertising and exhibitions. He was 
formerly at the Plessey Co., Ltd., 
iford. 


Classified ad. 


manager appointed 


Donald Handley has been 4,- 
pointed classified advertisement 
manager of the Bristol Evening Post. 
He started his career in classified 
advertising with the Derby Evening 
Telegraph in 1936. After the war, 
he joined the advertisement staff of 
the Bristol Evening World and in 
1948 moved to Swansea to handle 
classified ad. promotion with the 
South Wales Evening Post and 
Herald of Wales. 


* — * 

F. H. Cannell has joined Roles 
& Parker Ltd, as secretary. He 
recently resigned from Macmillan 
& Co, Ltd, where he had been 
associated with the journal Nature 
for many years. ‘ 


John E. Harrison, joint managing 
director, G. Street & Co., Ltd., has 
been elected chairman of St. Albans 
Coronation Pageant publicity com- 
mittee. Assisting him will be Philip 
Scott Martin (Country Life), George 
Dorman (Iiford’s) and J. Harrison 
Haworth (Business Publications). 

* * * 

D. J. Marrett, assistant space 
buyer at Willings since August 1950, 
has now been appointed space 
buyer. Apart from war service in 
the R.A.F. between 1942/46 Mr. 
Marrett gained his space experience 
with Armstrong Warden Ltd. and 
Cc. D. Notley Ltd. 


pe: 
rae 


K. C. Parsons, lately head of 
technical illustrations at Nevin D. 
Hirst (Advertising) Ltd., and prior 
to that at Birkett Design Unit, has 
opened his own studios in Bradford 
for the production of purely tech- 
nical drawings. He spent six years 
in the research and technical pub- 
lications department of the Ministry 
of Aircraft Production. 

* * 


J. M. Akerman, advertising direc- 
tor of John White (Footwear) Ltd., 
has been appointed to the board 
following reorganisation of the 
John White group. 

* * 


* 

To add to their international 
character Havas Ltd., have ap- 
pointed an Australian, J. R. Wit- 
combe, as their new space buyer. 


New director for 
Walter Hill 


James Bleakley, managing director 
of Manchester Poster Services Ltd., 
has been appointed to the board of 
Walter Hill & Co., Ltd. Mr. 
Bleakley will still retain his associa- 
tion with the Manchester company 
which is a part of the Walter Hill 
group. George R. Hilley has retired 
Pte 53 years’ service with Walter 

ill’s. 


* * * 
Douglas M. Bodkin has been ap- 
pointed press officer in the publicity 
department of Warner Bros. He 
will work under Jack Francis, pub- 
licity director. After more than 12 
years with Northcliffe Newspapers 
he entered the film industry as 
assistant publicity director to the 
Boulting Brothers. 
* * 


* 

Two new members of _ the 
Women's Advertising Club of Lon- 
don are: Mrs. L. Portch, advertis- 
ing manager for Moygashe! Fabrics 
(Stevenson & Son, Ltd. London), 
for the past six vears; and Miss 
Ann Newton, who is a director of 
Stuart Advertising Agency Ltd., 
London, and is also in charge of 
the agency's media department. 


| Farewell Manchester 


D.C. Fastnedge 


Donald Handley 


D. J. Marrett 


D. C. Fastnedge has been ap- 
pointed trade sales publicity man- 
ager of Smiths Motor Accessories 
Lid. In this capacity he will be 
responsible for advertising and pub- 
licity of the home trade sales and 
service section of Smith including 
K.L.G. Plugs, Bluecol Anti-Freeze 
and Petro-Flex Tubing. Mr. Fast- 
nedge has been connected with 
Smiths Motor Accessories Ltd., 
since 1935 in which year he joined 
their subsidiary company, K.L.G. 
Sparking Plugs Ltd. 

* * * 

Norman Cowell, previously on 
the advertisement side of Man and 
His Clothes, has joined Norman 
Davis Ltd., publicity consultants, 
London, as an account executive. 

* * * 

R. A. Childers has been appointed 
assistant gentral manager of the 
Scottish Daily Mail. Since June 
1950 he has been mechanical super- 
tendent with the Manchester office 
of the Daily Mail. 

New circulation manager of the 
Scottish Daily Mail is lL G. 
Chalmers, who since September last 
year has been assistant circulation 
manager of the paper. He was 
previously circulation representative 
in Aberdeen. 

* * * 


Rhys Thomas, circulation mana- 
ger of the Sunday Dispatch, has 
been elected chairman of the Sunday 
Circulation Managers’ Committee 
for 1953. 

* * * 


R. A. Robinson, formerly chief 
officer of public control, Middlesex 
County Council, has become editor 
of The British Food Journal. 


* * * 


F. P. Vickers has left C. Mitchell 
& Co., Ltd., to join T. B. Browne 
Ltd. as an assistant account execu- 
tive. 


F. A. Jones, for the last four vears Westminster Press Provincial Newspapers 
Lid., assistant to R. Highland Longdon, manager of the Manchester office, 
has been appointed representative of the “Birmingham Gazette” and associated 
papers. He joined the Westminster Press as assistant representative in 
Manchester in 1935. At a farewell party at the Carlton Restaurant, the 
group pictured above includes K. L. Taylor (Alfred Baker & Son Ltd.), 
R. Holmwood (Ripley Preston & Co., Lid.), P. Hollingworth (H. Greaves), 
D. W. Kitching (//lustrated Newspapers), R. A. Howat (Gee & Watson), 
A. Wilkie (Kemsley), John Clarke (“Mercantile Guardian’), L. Ellis (“The 


Scotsman’), T. P. Keating (‘The Ironmonger’’), 


K. Murray (“Financial 


Times”), T. Sherman (“Daily Herald’), D. S$. Maclaren (“Salford City 
Reporter’). 


R. J. Morgan is 
leaving ISMA 


Changes in the headquarters 
organisation of the Incorporated 
Sales Managers’ Association, will 
follow the resignation, announced 
at last week's council meeting, of 
the secretary, R. J. Morgan. He 
leaves on March 1 to join Ambrose 
Wilson Ltd, the mail order house, 
as assistant general manager. 

Mr. Morgan has been with ISMA 
since 1936, the last six years as 
secretary. Members of the Council 
showed by their expressions of 
thanks for his service that he has 
been a most zealous and efficient 
servant of the Association. 

The director, D. R. Griffiths, now 
becomes director and secretary, and 
a new appointment, assistant to the 
director, will be made. 


* * * 


H. Berkeley Hollyer, publicity 
officer for Torquay, addressed 60 
overseas students representing 21 
countries on ‘Publicising a holiday 
resort.” 


* * * 
_ Albert Milhado who is visit- 
ing France, Belgium and Holland, 
will return to London on Monday. 


* * ” 


Alexander Mackenzie, account 
executive with Mark Fawdry Ltd., 
London, has married Miss Georgina 
Saunder, of New Malden. 


* * * 
OBITUARY 


H. K. Thomas 


H. K. Thomas, who died recently 
aged 43, was generally known as 
“Bertie” to distinguish him from 
his father, Bert Thomas, the 
humorous artist. 

Bertie Thomas, apart from the 
war years, spent his working life 
in advertising. He had been a 
copywriter in the London Press 
xchange, McCann-Erickson (twice) 
and other agencies. Since the war 
he had been advertising manager 
of De La Rue, and worked as chief 
copywriter/account executive for 
Fredk. E. Potter. Up to the time 
of his last illness, he was a director 
of the advertising consultants, Penn 
& Partners Ltd., a company he 
helped to found in 1951. 

During the war, he commanded 
a Punjabi Company in _ the 
R.LA.S.C., serving in Burma and 
through the siege of Imphal. 


C. J. Gray 


Cecil James Gray, of 81 Salisbury 
Street, Bedford, a director of the 
Bedford Bill Posting & Poster Ser- 
vice Co., Ltd., Bedford, has died, 
aged 45. 
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These are the sort of 
customers I’m after 


Bit of a mixed bunch, aren’t they? Practically every sort of person 


you can think of is represented in this crowd. 


Exactly, they're the mass narket. The only market worth bothering 


about, in my opinion. 


How do you make that out? It’s obvious to anyone that it must be 


predominately working class. 


have washing machines . . 


But how do they manage it? 
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How right you are, and they're the people with the money to spend. 
If you don’t believe me take a look at a council estate sometime. Count 
the television masts. Go into a few homes and see how many of them 
. . vacuum cleaners . . . . new radiograms. 
And you'll find some pretty good clothes in their wardrobes, too. 


Subsidised rents .... low fares .... canteen meals .... quite a bit 
of overtime and in any number of cases there are two, three and some- 
times four workers in a family. Mind you, I’m not saying they can 
all afford to buy expensive products, but by and large 


DAILY MIRROR. 


PPO! Sus fauna 


— 
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\DVERTISER’S WEEKLY 


With the highest daily 
net sale in the world, the 


DAILY MIRROR offers 


the most powerful mass 


market coverage in the 


history of daily 


newspapers at the lowest 


square inch per thousand 


space rate of all 


national dailies. 


When planning 


your schedules, you 
MUST include 
THE DAILY MIRROR 
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ADVERTISER'S WEEKLY 


win wo FREE 
Coronation Seats 


ap ae : eo, 


This is one of the advertisements 
which will be available for retailers 
for Sewing Week. 


Coronet over 


7 
Kingsway 

John Edgington & Co., Ltd., 
are constructing the Coronation 
street decorations for Holborn 
Borough Council, a highspot of 
which will be a 25 foot coronet 
suspended 35 feet above the 
juncti6n of Kingsway and High 
Holborn. 

Each of the four’ main 
thoroughfares in the borough is 
to have its own colour scheme. 
The decorations, including colour- 
ful sleeves and smal] coronets on 
lamp standards, have been 
designed by the Council's archi- 
tectural department. 

Owners of premises adjoining 
the thoroughfares have agreed to 
participate in a joint scheme for 
decorating their frontages. 


Theft is ad. 
opportunity 


A robbery provided an oppor- 
tunity for an unusual advertising 
slant by A. Fraser White & 
Associates on behalf of their 
clients, Lewoolin Clothes Ltd. 

On January 6, two coats and 
a suit were stolen from a photo- 
grapher’s in Dover Street, Lon- 
don, where they had been photo- 
graphed the day before. The 
thief left a note signed “Duke.” 

The robbery was reported in 
the press and a picture of one of 
the missing coats was published 
in the Evening News. 

Next day it was followed up 
in the Evening Standard with an 
8in. double column = advertise- 
ment with the headline: “Des- 
pite “The Duke’ this coat will be 
on sale February 2." The gist of 
the news story, the photograph 
and a description of the coat 
were given in the advertisement, 
which was repeated in the Even- 
ing News the following day. 
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‘Government ads. 


pull 


more at less cost to public’ 


The relationship between the Government and advertising 


agencies has greatly improved in recent years. 


This ‘is the view 


of Frank Hoppé, who is leaving the campaigns division of 
the Central Office of Information, where he has been director 
since 1949, to join the board of McCann-Erickson Advertising 


Ltd. 

“I believe the present system 
of using commercial advertising 
agents on Government accounts 
is correct,” Mr. Hoppé told 
ADVERTISER'S WEEKLY, “but I 
would like to see an increasing 
use of agents who have not had 
an opportunity of working for 
the Government yet.” 

He forecast that the Govern- 
ment was likely to continue to be 
a major advertiser. 

“Since 1947,” he stated, “there 
has been a very welcome improve- 
ment in Government advertising. 
It has improved enormously and 
is getting better results at less 
cost to the public.” 

He gave several examples: Each 
diphtheria case cost the National 
Health Service something in the 
region of £40. By spending 
£18,000 on advertising advocating 
immunisation the diphtheria rate 
had dropped enormously and, he 
estimated, saved the Government 
something like two million 
pounds. 

Blood donations had risen 
enormously, even from localised 
campaigns costing between 
£3.000-£4,000 a year. Expendi- 
ture of between £10,000 and 
£3,000-£4.000 a year. Advertising 
for recruiting to the coal mines 
had been so successful that there 
had been no need for any publi- 
city during the past few months. 

He said he had been surprised 
at the remarkable degree of simi- 
larity between commercial and 
Government advertising. “Take 
the planning of a coal m'ning fe- 
cruitment campaign for instance.” 
he sugzested. “The first essential 
is to identify your markets, as you 
would with any consumer pro- 
duct. Then you analyse your 
market. And finally you match 
your media with that analys’s.” 

But there were definite physical 
differences. One of the difficul- 
ties was the competitiveness of 
the various accounts-—-it was l’ke 
one agency handling the Gold 
Flake, Capstan and Player's 
cigarette accounts. A successful 
Army recruiting campaign might 
take men from the R.A.F., and 
again, if the campaign were run 
in certain areas it might take men 
who would = otherwise have 
answered an industrial recruiting 
campaign. 


. Looking ahead 


in business 


The Market Research Society 
has arranged with the British 
Institute of Management to hold 
at the Institute a series of lectures, 
especially designed for business 
executives and higher manage- 
ment. 

The theme of the series is 
“Looking ahead in Modern Busi- 
ness.” 

The three lectures will be 
devoted to the following aspects 
of the problem: 

(i) The relationship of business 
planning to national plan- 
ning, with particular refer- 
ence to export trade under 
increasingly competitive con- 
ditions (January 27) 

(ii) How market research can be 
used by the business man to 
assist his decisions within the 
likely overall trading condi- 
tions (February 10). 

(iii) How market research mater- 
ial can best be collected 
and presented for effective 
action at Board. or lower, 
levels (February 24). 


‘Business men are 
apologetic’ 


The bus ness man has become 
avologetc about his function, 
George Schwartz, deputy city 
editor, Sunday Times, told the 
Market Research Society. 

In the course of a rather 
gloomy diagnosis of Britain's 
economic position and propects, 
Mr. Schwartz said that some of 
the vrtue had gone out of part 
of the people of this country 
because they had become per- 
suaded that Britain’s past 
record was a bad one. 

But, he said, we still had our 
industria] skill, and a valuable 
export industry located in the 
City of London in the form of 
bank'ng and insurance facilities 
in which we were still the premier 
operators in the world. The £ 
must be re-established. 


RADIO BAN 
India has decided against com- 
mercial radio. 
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““Twas on a 
Monday morning,” suggesting a 
joyous approach to the weekly wash- 
ing task, is the theme of this window 
display for Hotpoint electric washing 
appliances at the company’s London 
showrooms in Aldwych. The paper 
sculpture figures are the work of 
Bernard Blatch, and Key Studios 
did the window dressing to the 
theme and media set by Hotpoint 
publicity department, 


TEATIME TALKS 


Various stages in the technical 
production of direct mail will be 
discussed in the British Direct 
Mail Advertising Association's 
forthcoming Teatime Talks to be 
held monthly at the Shaftesbury 
Hotel. 

W. Warner, of Astral Arts 
Ltd., discussed layout and design 
yesterday (Wednesday) and subse- 
quent speakers will deal with 
typography, print, paper, and the 
final product—good direct mail. 


Gold medal layout 


*,* 
competition 

The number of under 21's apply- 
ing for directions for competing in 
the British Federation of Master 
Printers’ Gold Medal Layout Com- 
petition 1952/3 has now exceeded 
the total number of that age that 
applied the preceding year. The 
number of over-21's applying is a 
little behind last year. 

The test this year is to design a 
cover and five inside pages for a 
printer's house journal. The con- 
test is Open to any person engaged 
in the printing industry or being 
trained for it in a printing school. 


The lilting words of 


lliffe’s entertain 
A. A. Williamson 


Allan A. Williamson, whose 
retirement from the post of circula- 
tion manager of the Iliffe companies 
was announced last week, was, with 
Mrs. Williamson, é@ntertained to a 
cocktail party at Grosvenor House 
on Thursday by the chairman and 
directors of Iliffe & Sons, Ltd. 
Introduced by F. G. Montfort Bebb, 
joint assistant managing director, 
Commander R. A. Hall (William 
Dawson & Sons) proposed the health 
of Mr. Williamson, who replied. 
The company included a number of 
representative wholesalers and ex- 
porters, and circulation managers 
of other publishing houses. 


A.B.C. Figures 
Jan. to June 1952 


64,169 


Copies 
Weekly 


CAMBRIDGESHIRE TIMES GROUP "0? °f"<c: TIMES Buon. anc 


London Representative : W. H. WALMSLEY 
69 Fleet Street, E.C.4 
Northern Representative : ARNOLD ELLIS 

64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Tel. Central 9353 
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The obvious 
first choice 
in appealing 
to women 
of means, 
intelligence 
and good 


...and 


still is 


Goda) usekeep ng 


"SFiS 
a rs, 
porate fe th: 


i 
feminine confidence in Good Housekeeping is oiities 


THE NATIONAL MAGAZINE COMPANY LTO . 28 30 GROSVENOR GARDENS. LONOON. S.-W i, 
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ADVERTISER'S WEEKLY 


Transport Commission offer a 
new service to advertisers 


‘yr 
THEIR SITES 
" WOK 

AND STATISTICS 

A comprehensive new infor- 
mation service for advertisers 
and their agents has been 
inaugurated this month by 
the commercial advertisement 
division of the British Trans- 
port Commission. 

It includes the establishment 
of an information centre, the 
regular issue Of two series of 
brochures, and the posting of full- 
size roughs on an actual site, so 
that agents can assess their effect 
before going into production. 

from the new information 
centre, which has been established 
at the Division’s head office at 
Cranbourn Street, London, adver- 
tisers and agents will be able to 
obtain the information they want 
about advertising on all British 
Fransport sites, A staff of experts 
will deal with inquiries, 


Broadsheets for agency 
art studios 


The full range of the new ser- 
vice Was explained at a press con- 
ference last week by J. H. 
Brebner, the Commission's chief 
publicity and public relations 
officer. 

One series of brochures, to be 
mailed regularly to advertisers 
and agents, will give details of a 
wide range of transport advertis- 
ing spaces. Another series, in full 
colour, to be known as ““Transpor- 
tation Advertising Broadsheets,” 
will go to agency art depart- 
ments. These will give illustra- 
tions and detailed dimensions of 
selected spaces, and will be 
designed to help artists make the 
fullest possible use of the 
medium. In addition agencies 
will receive loose-leaf informa- 
tion on media and rates. 

In the information room are 
displayed a set of large-scale 
maps of the main population 
areas in Great Britain, supported 
by files of statistics on popula- 
tion, income levels, and passenger 
traflic by rail. 

The maps show railway stations 
in the areas, with their annual 
passenger traffic, and the routes 
operated by British Transport 
bus companies, The London area 
has had particularly detailed 
treatment so that the London 
Transport central bus and trolley- 


The rec eption room at the new Information Centre of the British Transport 


Commission's commercial advertisement division. 


Examples of car-card 


design are shown in the display recess on the right. 


bus services and Underground 
stations can be seen. The addi- 
tional information obtained by 
the London Travel Survey is 
being progressively incorporated, 
and as the information room is 
developed it will provide more 
detailed information on British 
Transport provincial buses——pas- 
senger traffic, location of depots, 
and types of bus serving particu- 
lar areas. 

The information centre will 
provide advertisers and agents 
with all details about the various 
types of site and their rates and 
availability. 


Examples of car 
cards, posters 

Modernist in style, with sound- 
proofing provisions and daylight 
lighting, the information room 
and the ground floor of Cran- 
bourn Chambers generally were 
designed by Peter Moro, the dis- 
plays being the work of Design 
Research Unit (consultant, Misha 
Black). Feature of the reception 
room is a recess in which are 
displaved car cards that are con- 
sidered excellent examples of this 
particular medium. Posters and 
escalator-space sheets will also be 
displayed. 

Mr. Brebner revealed that an 
analysis of transport advertising 
similar to that published for 
London about two years ago will 
shortly be issued for Bristol, and 
that a new design of hoarding for 
station sites is now being 
developed. 

_ Phone number of the Informa- 
tion Centre is Temple Bar 3490. 


Centralised 
ublicity for 
Metalock 


H. A. Paget, publicity director 
of Metaleck (Britain) Ltd.—the 
cold * ‘stitching” process of repair- 
ing cracks and fractures in plant, 
ships and machinery, announces 
that a series of conferences in 
Gothenberg, Amsterdam, London 
and New York has resulted in 
formation of a new division to 
handle advertising and publicity 
on_an international scale. 

Advertising which was indepen- 
dently prepared in some 4 coun- 
tries will be 
centralised 
through this 
international 
division, and 
costs reduced 
by a system 


of stereo 
circulation 
of top 


quality work 
from a com- 
mon pool. 
The saving 
will be used 
to increase 
advertising 
coverage. 

The Clark Matthew Business 
Promotion Organisation has been 
assigned control of editorial pro- 
motion, market research and pub- 
licity within the Empire. 

Mr. Paget will control inter- 
national advertising 


H. A. Paget 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 
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Coronation 


s co 
display service 
Nuffield = distributors and 

dealers will have at their disposal 
a full Coronation display service 
arranged by the Nuffield Organ- 
isation. 

Coronation satin, facade centre- 
pieces, coats of arms, Royal 
ciphers, shields, banners, hard- 
board streamers, pelmets, Union 
Jacks and _ Ensigns, pennants, 
paper garlands, flag stands, 
framed portraits of the Queen, 
and paper transfers are described 
and illustrated in colour in a 
brochure which gives the latest 
date for receipt of orders as 
January 27. 

It is stated that the items of 
decoration listed will be made by 
bulk preduction methods con- 
sistent with quality. They will be 
dispatched by Leon Goodman 
Displays Ltd. 


New style ‘Wire 
Year Book’ 


The second issue of the Wire 
Reference Year Book and Directory 
(1952/53 Edition, 25s.) has geo- 
graphical coding which enables buy- 
ing departments to pinpoint their 
nearest suppliers. 

The book contains what is 
believed by the publishers to be the 
only current bibliography on wire. 

There is a useful brand names sec- 
tion, also articles on wire, furnaces, 
British standards on wire, and a 
number of tables. 

There is an approximate increase 
of 50 per cent in firms’ names and 
references in this edition, with its 
new style presentation. 

The publishers are Alfred Hinde 
Ltd., Wolverhampton. 


. 
Press pull is 
. 
‘amazing’ 

The year’s advertising campaign 
had proved once again that news- 
papers were by far the most effective 
media in reaching the public, stated 
the chairman of Llandrindod Wells 
advertising committee, Major V. 
Dilwyn Jones, at a recent meeting. 

The number of replies received 
through some newspapers was 
“nothing short of amazing.” 


Amateur stage 


The Group Players, a cast from 
the staff of Pictorial Publicity Co.. 
Ltd., Marketing Consultants Ltd., 
Pictorial Display Ltd., and St. 
Giles Publishing Co., Ltd., scored 
with their first production on the 
amateur stage-——“*Wife Required” by 
F. L. Cary and P. King which was 
presented at their Denmark Strect, 
London, address. 

Leading roles were taken by Miss 
A. Popplewell, V. Reeve, R. Knapp 
and Miss A. Gavin, John Wilder 
was producer and Miss S. Raggett 
stage manager. The proceeds were 
sent to the Imperial Cancer 
Research Fund. 


Walkers _ 


(Showcards) Ltd. 
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House « Garden 
1953 COLOURS 


a 


, Success story tol 


5 manufacturers made merchandise in House & Garden colours. 


1? stores promoted and sold this merchandise. 


9 5 manufacturers made merchandise in House & Garden colours. 


43 stores promoted and sold this merchandise. 


60 manufacturers are making merchandise in House & Garden colours. 


49 stores will promote and sell it % 


Proof that House & Garden is a vital selling aid — a powerful and 
growing selling force for top quality merchandise. 


* 
Merchandise in 1953 House & Garden 


colours will be introduced in the March 
issue and includes: 


BEDS AND HOUSEHOLD LINEN + FURNISHING FABRIC* 
TABLE WARE AND MATS + KITCHEN WARE 
WALLPAPERS + PAINTS AND EMULSIONS 

FURNITURE (UPHOLSTERED) Last minute reminder ! 
CARPETS, RUGS AND LINOLEUM + LIGHTING FIXTURES é ji — : ' y 
eau 5 tenia There is just time to place your ady ertisement in 
ELECTRIC DOMESTIC APPLIANCES the March issue which closes January 20th. 
KITCHEN UNITS - FIREPLACES AND TILES 


Rate per page : Black & white : £100 Colour: £170 


Certified net sale now exceeds 37,500 


HOUSE & GardeN som: 


ruE CONDE NAST PUBLICATIONS LTD., 37 GOLDEN SQUARE, LONDON, W.1 
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ADVERTISER’S WEEKLY 


SERVICE 
Service to advertisers is the key- 
note of two interesting news 
items this week. And that is 
an encouraging start to a year 


which should hold technical 
and professional advances for 
advertising as well as golden 
opportunities for business. 
The British Transport Commis- 
sion has boldly launched a new 
information service for adver- 
tisers at a time when critics of 
proposed fare increases may 
well turn their fire on adminis- 
trative and publicity costs. Of 
course, the answer to the critics 
is simple: More advertising on 
transport vehicles and _ sites, 
more revenue to relieve the bur- 
den on the travelling public. 
The new service is imaginative 
and should attract business. 


New technique 


Latest information on _ poster 
audiences—presented by Out- 
door Publicity—shows a 
marked advance in technique. 

The evidence produced by a new 
kind of test, that between 86 
and 88 per cent of adults 
sampled in two towns were 
able to see a random sample 
of posters in a week, is valu- 
able to both advertisers and 
the outdoor industry. 

It proves statistically what should 
always have been appreciated 
instinctively, that poster adver- 
tising a highly effective 
medium. 

The claim is made with some 
justification that thig more pre- 
cise research brings the 
measurement of poster audi- 
ences more into line with 
readership figures for cther 
media. 


Facts wanted 


Those are two examples of satis- 
factory progress towards the 
goal of maximum service to 
advertisers. But there is con- 
siderable room for advance in 
other fields. 

Many advertisers want to know, 
for example, how much is spent 
annually on point-of-sale ad- 
vertising. Their appetite 
whetted by figures published in 
respect of Denmark, they won- 
der what is the average per- 
centage of appropriations spent 
on this medium in Great 
Britain. 

Here is a task for organised ad- 

vertising. And there is much 

work of a similar nature wait- 
ing to be done. 


HE greatest achievement of 
advertising is to so engrave 
upon the public mind products 
or services that they in due 
time become household words. 
There is, however, a danger in 
the process that while one gener- 
ation is being educated and 
taught branded names and how 
good the products are, adver- 
tisers fall into the trap of forget- 
ting that younger potential cus- 
tomers, not having followed the 
story in its entirety, may know 
Yhe name ail right but not what 
it is or does. Advertising is, 
therefore, faced with the diffi- 
culty of keeping goods in the 
forefront of old customers’ minds 
and ever seeking new markets 
amongst those who must be told 
what is what from the beginning. 
The advertising profession has 
been most 
skilful in 
using old 
methods and 
new tech- 
niques by 
comb ining 
reminder ad- 
vertising 
with new 
thoughts on 
old products 
Of course, 
it is not un- 
known that 
old products 
have gone through a rejuvenating 
process—or have been dressed up 
in modern style to assist the 
changing views and moods of 
each new group of consumers. 
The cost of producing the same 
effect in advertising has increased 
out of all knowledge and, in the 
opinion of some, out of all pro- 
rtion to that effect. This has 
come a gift to critics who say 
that costs of distribution are too 
high. Luckily the counter to 
that argument is (as it has always 
been) that the cost of distribut- 
ing goods would be higher still 
if the public ceased to be in- 
formed through judicious adver- 
tising what and where goods are 
available for purchase. That does 


86 


Rad Ambassadors of 


not minimise the care that should . 


be taken by those who sell adver- 
tising and indeed by those who 
buy it to ensure that money is 
spent efficiently and to the best 
possible advantage. 

The economics of advertising 
are an indeterminate subject and 
need constant research by pro- 
ducers and users alike—for it 
would be a bad day for the ad- 
vertising profession if it ever 
priced itself out of business. 

In our high priced era, with 


GUEST COLUMN 
by 
LORD LUKE, 


chairman of Bovril and president 
Incorporated Sales Managers’ 


Association. 


sales resistance and competition 
running neck and neck, manu- 
facturers are ever on the look out 
for means of reducing production 


and selling costs. 


If they think 


they have gone as far as they 
can by cutting the former (with 
raw materials plus wages forming 


as 


they do a solid block of 


irreduceable costs), they inevit- 
ably turn their attention to how 
much it is costing them to sell 
their goods. It is the advertising 
agent’s job to assist them and to 
prove how efficient and economi- 


Ca 


] advertising can be, even 


though the figure for this assist- 


ance 


to distribution looks for- 


midable. 


We have still with us the con- 


troversy whether we should have 
commercial broadcasting in this 


country. 


I do not propose to 


enter the ranks of the protag- 


Forecast is that more will be 
spent on branded petrol adver- 
tising in the 12 months start- 
ing February 1 than has ever 
been spent in a similar period 
for any other type of product. 
Nine premier grades and 10 
second grades of motor fuel 
will be competing. 

Reports from the sales are 
that they have started well, 
despite the record Christmas 
experienced by many re- 
tailers. The general feeling 
is that people are going to 
make this a spending year, 
and retailers are making 
plans for extensive pre- 
Coronation advertising. 

An agreement whereby 
Schweppes will bottle and 
distribute Pepsi-Cola in 
Britain is expected to be 
signed later this month. A 
big advertising campaign 
will follow. 

The position of director of 
campaigns at the Central 


To-morrow’ 


JaNuaRY 15, 1953 


soodwill 


onists except to say that I think 
there is quite a case for a trial 
of the half way house method. 
If a certain amount of commer- 
cial broadcasting were allowed in 
Opposition to the B.B.C. it would 
at least have the effect of stimu- 
lating monopoly broadcasting. 

The copy that advertisers use 
has generally come under critical 
review and what some advertisers 
have been saying for the last 50 
years has suddenly been dis- 
covered by the authorities to be 
either misleading or inaccurate or 
both. It is curious how expert in 
advertising sense some members 
of Government departments 
think they have become without 
any training at all. 

So advertisers must be wary in 
many directions. The public are 
no longer permitted to be the 
ultimate judges of accuracy in 
advertising, for the old and well- 
tried safeguard against lack of 
truth in copy (whereby consumers 
bought once and never again) is 
considered inefficient. I am old- 
fashioned enough to believe that 
advertisers themselves will, as 
they have in the past, continue to 
be ambassadors of goodwill to 
the public they serve. 


DPIC. 


Office of Information, 
vacated by Frank Hoppé, is 
not expected to be filled in 
the immediate future. The 
likelihood is that when an 
appointment is made it will 
be from the inside. 

@ A group of Sheffield cutlers 
are planning a co-operative 
publicity scheme for cutlery. 

@ Government-sponsored 
development plans during the 
coming year in the Republic 
of Ireland will increase 
spending power. There will 
be new opportunities for 
British firms to market con- 
sumer goods there. 

@ Biggest-ever press advertis- 
ing campaigns are being 
prepared by men’s wear 
retailers in Scotland. 

@ Two big London advertising 
agencies are preparing com- 
mercial TV film programmes 
for demonstrations to clients. 


ROUND TABLE 


No increase 


ENLARGEMENTS 


OF ROYAL PORTRAITS for display purposes e+ 
charge for Coronation work } 
Telephone Waterloo 6544 or write for price list to: 


CARLTOGRAPH DEPT. ?; 


Carlton Artists Ltd. 44-50 Lancaster St. London, s.£.1 


in print 
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SPORT 
& 


COUNTRY 
states the facts 


+ 


LIVESTOCK 
on the farms of 


SPORT & COUNTRY 


subscribers 


Per 100 Sport & Country 
Farmers Average per farm 


108 
133 

52. 
270 


A searching enquiry conducted among the subscribers to SPORT & COUNTRY provides the tacts detailed 
in a new promotion piece entitled “SPORT & COUNTRY STATES THE FACTS.” This establishes 
that 80.1°%, of SPORT & COUNTRY subscribers are farmers of the highest calibre.t Information on acreages, 
mechanisation and stock is given in detail. A copy of this publication will be mailed to advertisers and 


their agents on request. If you would like a copy dispatched to you personally, please advise : 


GRAHAME E. BISHOP: ADVERTISEMENT MANAGER: SPORT & COUNTRY « 195-198 STRAND, W.C.2 
(Telephone: TEMple Bar 5444) 


t Breed and agricultural societies, farm institutions, agricultural machinery and — makers, livestock 


shippers, ete., bring SPORT & COUNTRY’S total agricultural readership up to 84°8' 
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ADVERTISER’S WEEKLY 


How much for press ? 


How much for posters ? 


JANUARY 15, 1953 


How much for point-of- 


sale? The author accuses advertisers of not thinking the problem of expen- 


HIS is an attack on manu- 

facturers and their adver- 
tising agents. They stand 
accused of a serious sin of 
omission—-not thinking a prob- 
lem out to its conclusion. 

Nine tenths of advertising to-day 
is pre-selling or blanket adver- 
tising and ineffectual at the 
point where the goods are 
being sold. And yet this is 
where the goods, the customer, 
the money and the sales-hand 
all come together. .. , The last 
three feet! 

You have proof that a certain 
weight of national advertising 
will produce a certain weight 
of sales? : 

Phooey! What guarantee is that 
that you're doing more than 
65 per cent of the possible 
business? 

You have “merchandised the ad- 
vertising,” in the current jar- 
gon, by giving your travellers 
folders of forthcoming adver- 
tising newspaper circulations 
and so on? 

So what? That may have helped 
sales to the retailer, but that 
can be a danger in itself if you 
get oversold and repeat orders 
hang fire. That'll be, won't tt, 
because you haven't followed 
through to push the merchan- 
dising out again? Following 
through is not-——repeat not—a 
matter of sending showcards. 
Every retailer is deluged with 
them and very handy they are 
for packing too. 


Let us follow through 


Follow through is a matter of 
retail thinking. You have with 
your agent agreed a good ad- 
vertising campaign. It has been 
circulated to your travellers, 
who, primed with this bait and 
some good sales talk about cir- 
culations (and the twenty-one 
million Women in the country) 
do some pre-selling. 


They make satisfactory sales to’ 


the retailer and, distribution 
and deliveries completed, your 
advertising starts. 

Now let's go along to the store 
and get inside. The windows 
we pass are maybe good or 
bad, including perhaps one of 
your own, but you're pleased 
with that however it looks 
because they're your goods — 
and you don't look beyond 
that. 


We go inside the store and right 


diture allocation out to the end, of underestimating the importance of... 


+ .. The last three feet’ 


By GEOFFREY WARREN, 


away we are reminded that here 

the store owner is king. 

He is interested only in what 
happens in his store. He owns 
the store and the space; some- 
thing that we can’t buy, only 
earn. We can’t push him 
around, we have to go hand in 
hand with him. 

Through one or two quite lively 
and attractively dressed depart- 
ments we arrive at the counter 
that interests us most and look 
for some identification of our 
product, 

“Competitor X seems to be 
making a fair splash (don't 
know how he gets away with 
all that rubbish). And _ there's 
some Y behind there (his stuff's 
good, don't know how he does 
it at the price) but where are 
we? Where are our showcards, 
where's that display material 
that cost us ISs. a_ piece? 
Dammit, has X bought the 
department?” 

We'll spend the morning loitering 
through the store and we'll 
listen for “switches” as cus- 
tomers ask for well adver- 
tised products (like ours). 

Here are some of them, all 
quite reasonable from the store 
owner's point of view—and all 
too, too [requent: 

{. The store does not carry the 
product advertised (but it 
makes a sale). 

2. The store is out of stock ... 

of size, colour, style... . 

. Does not believe in the product 
or the advertising; prefers a 
competitive line. 

. The buyer has over-bought on 
a competitor and has given 
instructions to sales hands to 
push it 
. Sales people are not “sold”; 
some competitive line has been 
made more interesting. 

. The product is not identified 
prominently and is not carried 
in depth of stock related to 
possible volume of sales. (Does 
this last hit us hardest? Look 
at X.) 

What does al] this point to? That 
you can’t force sales just by 
weight of advertising; vou have 
got to be retail minded. 

* Begin to think of the problem 

through the mind of the store 
owner, What goes on in the store 
is what matters to him, and to 
you. 

%* Remember that circulation to 

him is the through-put of visitors 

to his store and that is valuable 


a 


> 


wa 


i. 


director, W.S. Crawford Ltd. 


circulation to you for they are 
people for your product and your 
product is there. 

%* These shoppers didn’t go in 
specifically for your goods, 
indeed it is reckoned that only 
20 per cent of store traffic is in 
direct response to advertising or 
promotion. Customers go to that 
stere because they like it and 
trust it to supply them well. Here 
is “quality circulation” at very 
low cost. 

* The successful store owner 
knows a good deal about mer- 
chandise presentation, he knows 
that windows, aisles and recesses 
in his building must be bright and 
alive. He knows that the gay and 
extravagant in display and design, 
in window or department, will 
bring the curious crowds to ad- 
mire—and sell a lot of the more 
humdrum goods! 


DISPLAY —the salesman 


Display is the only salesman on 
your side at the last three feet. 

Display it is that identifies your 
product to the customers (and 
their money). Display lights 
the memory and makes good 
your advertising. 

Now speak to the store owner. 
Will he contribute? Of course 
he will in timc, space, effort 
and even money if the manu- 
facture: is retail minded, the 
display professional, and the 
quality of the store respected 

A good retailer will not use a 
cheap mass-produced display 
any more than he'll use poor 
showcards or dull reprints of 
advertisements. 

Such distribution is as wasted as 
the efforts of so many sales- 
men to get stores to do dis- 
play, using materials and ideas 
that fit neither retailing methods 
or the store’s classification. In 
short, the amateur job. 


DISPLAY —the builder of 


business 


Classification, that’s the word. 
Part of the planning of your 
display work, part of those 
plans that avoid waste, past of 
the plans that experienced dis- 
play workers of proven ability 
will bring to you will include 
classification of your outlets. 
Plans that are not short term, 
born of a hunch, but of a 
quality that retailers respect— 
and soon learn to expect from 
you. 


Then will they co-operate! Sure. 

You probably have big stores on 
vour sales list who do only a 
small volume of trade. Yet 
they have a great volume of 
customers passing through, a 
great potential for you because 
they are people, people shop- 
ping. 

Work over that store, spend 
money in professional retail- 
minded, attractive display, 
worthy of the store and what 
its customers expect of it, and 
see what happens. Volume will 
go up, sales hands become in- 
terested and you make a valued 
collaborator of the store. 


Style of display 


Good display, like good advertis- 
ing, makes sense; and like ad- 
vertising needs experience, 
research and ability to interpret 
What its customers mean, with 
their odd hunches and _ill- 
expressed opinions. It is in 
constant contact with the retail 
field, it sees and profits by 
mistakes. 

Display styles change just as 
clothes, perfumes or the pro- 
files of cars, and in some stores 
for some merchandise the dis- 
play must be gaily extravagant, 
ahead of the minute. In others, 
more discreet but still con- 
temporary; it depends upon 
the store and its customers. 
What it must never be is dull 
or outdated. 


How much? 


How much does it mean to you, 
Mr. Manufacturer, to make 
sure that your advertising is 
fully productive? How much 
are you prepared to pay for 
help at the point of sale? 

How much does it mean to you, 
Mr. Agent, to hold a satisfied 
client year after year? Are 
you prepared to tell your client 
that, if he will “come across.” 
you too are prepared to sacri- 
fice something off your press 
allocation to complete the sales 
that pay for next year’s adver- 
tising? 

Invest. Gentlemen both, a sens- 
ible percentage—-5, 10 even 15 
per cent of your general! allo- 
cation, in accordance with your 
sales difficulties and the 
strength of your competitors, 
so as to bring all your other 
efforts to a happy conclusion 
at “the last three feet.” 
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The Edmonton Journal build- 
ing showing the new extensions 


CANADA’S FASTEST GROWING COMMUNITY 


The growth of Edmonton has been enormous, The census of 1951 showed a population 
of over 158,000-—up nearly 70°, since 1941. Today it is estimated at 185,196. 


The oil discoveries, of course, are largely responsible, Since the discovery 
of oil in the great Ledue sector in 1947, the city has leapt ahead with ever increasing 
strides. It is now surrounded by 14 producing fields encompassing over 2,300 wells. 
From within the Edmonton trading area comes over 95", of Canada’s production 


of oil 
In keeping with its growth more and more industries are being attracted 
to Edmonton. Three of the more important are engaged in a combined building 
; programme amounting to $85,000,000, 


There is the great mineral wealth in the far north, where development 
THE SOUTHAM NEWSPAPERS in the many parts of the Northwest Territories is continuing at an ever increasing pace. 


Despite the vast oil and mineral wealth, agriculture continues to be 


7 ( Jiti ’ , ‘ . ‘ e 
The Ottawa Citizen \lberta’s most important industry. The 1952 production is estimated to be $795,000,000, 


The i Spec . . . 
The Hamilton Spectator By any comparison the Edmonton story is one of the most impressive on 
The Winnipeg Tribune the North American continent. 


The Medicine Hat News The Edmonton Journal is keeping pace with this phenomenal growth. 
Its circulation has increased from 35,559 in 1942 to over 85,000 in 1952. Ite plant has 
been expanded and new equipment installed to meet the growing needs of the 
prosperous community it serves. No other medium even closely approaches the 
The Vancouver Province Journal's advertising coverage in Central and Northern Alberta 


The Calgary Herald 


The Edmonton Journal 


@ Write for a copy of the folder entitled “ The Edmonton Journal 
Market.” Send your inquiry to Mr. F. A. Smyth, 34-40 Ludgate 
Hill, London, E.C.4. 


THE EDMONTON JOURNAL 


ONE OF SEVEN SOUTHAM NEWSPAPERS OF CANADA 
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COPYTASTER answers Miss Laski: 


FACTS? LOOK AT ADS. 


—some of them anyway 


SOM weeks ago a writer 
2 named Marghanita Laski 
had an article in The Observer 
called “Tell us What's What” 
asking why there is nobody to 
tell us, when we go shopping, 
how to know the good goods 
‘or, far more important, the 
bad.” 


“for we, ourselves,” she wrote, 
lack knowledge, time and money 
to find out.” 

Whether anybody sent an 
answer. | do not know. Certainly 
1 did not see one in the corres 
pondence columns ot The 
Observer, and it is difficult to 
imagine an answer from any 
spokesman of advertising that 
would satisfy the lady. But I can 
at least give her the cold comfort 
of knowing that her very reason 
able doubts and difficulties are 
hers almost alone Women in 
general are not only incurious 
about such matters; they appar 
ently prefer not to know 

In the United States, where the 
women’s clubs are a mighty 
power in the land, there have 
been several attempts to set up 
‘advice services” of the kind 
Miss Laski wants. In their early 


attempts caused con 
siderable al and despondency 
among manutacturers, and trade 


journals Advertising and 


days the 
arm 


such as 


Review of 
Advertising 


by 
COPYTASTER 


Selling had much to say about the 
Consumer Movement, But the 
demand tor has always 
from an insignificant frac 
the population, and those 
receive the advice have 
shown a disconcerting tendency 
to disregard it for all sorts ol 
reasons or no reason at all 
Nevertheless, it would be plea 
sant able to answer, fair 
and square, that Miss Laski 
should read advertisements to get 
her information \s a woman 
of intelligence would possibiy 
discount the pardonable enthus 
iasm and optimistic superlatives 


advice 
come 
tion ol 
who 


to be 


The Voice of Kent. 


MESSENGER 


The County Paper of Kent 


HEAD OFFICE - - MAIDSTONE 


LONOON .- 


FLEET STREET 


manufacturer, but jet ner 
Slalements of ic! 1 
Even 


her to. the 


of the 
ist the 
advertisements these 
did 
amony 
they should indeed enable 
‘void buying “worthless 
Could we say that? In many 
trades | think we almost could 
though not quite in all. What we 
can say 1s that Miss Laski should 
always try to buy branded and 
advertised goods particularly 
those that have been on the mar 
ket for a more. For a 
brand Ways If the 
goods helps 
goods again 
but if they are inferior 
brand helps 
void c rught 
twice C onsistent 
such inferior goods would be 
suicidal, for it would merely 
remind users of their disappoint 
ment and help them remember to 
warn their friends 
This is not what 
aSked for, but it is better than 
nothing at all. J can think of no 
branded and nationally advertised 
products» with the exception of 
those in one notorious category 
that conceivably be 
described as worthless.” and 
very few that are markedly in 
ferior to other branded and ad 
vertised goods of the same price 
and type. Should one buy Nugget 
or Cherry Blossom? Gold Flake 
or Players? Surf or Tide? Frigi 
daire or Prestcold? The choice is 
a question not of ascertainable 
scientific fact such as Miss Lash 
wants, but of uncertain opinior 
ind of taste. The onl certainty 
is that all of them will prove to 
he reliable and satisfactory, Un 
branded products may be so too 
but equally they may not 
. , . 


not lead Desi 


several close competitors 
ner to 


goods 


year oF 
cuts both 
are Saluslactory if 
customers to buy the 
and again 
goods the 


peopic to 


mic rely 
deing 


advertising of 


Miss Laski 


could 


Miss”) Lasae’s: arti 
one reader’s eyes, at least, to the 
‘xtraordinary lack of solid infor 
mation tn most national advertis 
ng to-day Take away all 
adjectives, and the vag 

from the advertisements 
morrey’s paper and what will you 
find? How many advertisers are 
being specific? Old Man Specifi 
is still the greatest advertiser 

us all, but how often do we ¢ 

him in to help? How many of 
US go to the discover 


trouble of 
ing that there's ind a half 
1 pound of choco 


cle ope ned 


the 


n to 


a glass 
of milk in half 
late, when it’s so much less bother 
but unconvincing -to 
say “it’s milkier than milk"? 
Look. for example, at Picke 
ing’s desperate bid for interest! 
No doubt a great many people 
did look at it—-and then. with 
perhaps three quarters of a mil 
lion readers at his beck and ¢a!! 
the copywriter could only say 
“A treat for dinner Pickering’s 
means peas. Pickering’s the pick 
of the peas. Thank Pickering’s 


! 
aiso so 
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too in canned SOUDs 


Re id n 


roodness 
fruits ind Veuel 
iat. | find it har« 
1 COpy Ww t eve 
ind 
vw CV went and saw them 
ind picked and put 
As aN CAC 

without sts 


Is of 


lor 


+t 


the pea Mposs 


I wri 
nto the cans 
: 


nteres! 
tragedy was 
o dig and 
something to 

something = specific, 
and to the point li 
ight; it always 
have to go and 


someb " ainr 
d £ unl | he found 
say about the 


persuasive 


pea 


eXISIS a 
But y« 
out 


does 


hunt it 


IN AN American magazine | 
saw half a dozen, apparent 
meaningless, abstract nictures that 
were used S h nd of apt 
tude test ) ren 1 seemed 
could what 
they a COW, a train 
daffodi but many grown-up 
people were completely baffled. | 
Was One ) | 1 and I ain 
equally ba‘iled by the Shell Motor 
Oil advertisement (nex pave). To 
me the picture is a 


onee 


immediately tell you 
represented 


mystery 


the pick of the PEAS 


THAGR FICRERING & TOR GOoONE 1090 
1% CARNES SOUPS FRUITS AO VEGETABLES 


lack of solid 


eatraordimary 
iMmformation 
and the advertisement 
falls very flat 
But in any 
achievement 
really worth 
well 
‘cquired an 


therefore 
case ife these 
advertisements 
while in this form? 
known that 
almost unassaila 
grip on the oil market before the 
war, and Castro] were great sup 
porters of motor-racing ind 
record-breaking. But the very 
name Castrol suggested, rightly 
or wrongly, that Castrol con 
tained castor oil which was 
well known to be used for racing 
and was therefore different 
from other oils But shouldn't 
Shell do more than say “to fight 
acid action and give the Humbe: 
Super Snive constant protection 
on its winter journey. the makers 
Shell Motor Oil” A little 
more enthusiasm and a lot more 
reason-why couldn't do | any 
harm, might do a deal of 
good 


It is Castro! 


ble 


chose 


and 
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AS A CLIENT, the Bond Street 
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Certified net daily 
Sale for 1952 


IS1.404 


To flat rate of 35/- per single 
column inch, based on our latest 
certified net daily sales, works out 
at 2.28 pence per thousand copies. 
This is the best value offered by 
any provincial evening newspaper. 


EXPRESS & STAR 
HEAD OFFICE WOLVERHAMPTON 


REPRESENTED IN LONDON BY C P. R. CRANE, 44-45 FLEET STREET. LONDON, £.C 4 Telephone : Central 6820 
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Copytaster answers Miss Laski—continued 
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a bit of a handful, but this adver- 
tisement looks as if the copy- 
writer succumbed to counsels of 
despair. One feels that he didn’t 
even like to mention Christmas 
lest he tread on a religious toe, 
ind compromised with the tepid 
THE STRANGE CASE OF THE PRINT and tasteless “Seasonal € 


Greet 
ings.” 


BUYER WHO BI ‘RST INTO SONG a The headline, of course, comes 


straight from Oliver St. John 


\ 
Association must inevitably be 


Son { 


Gogatty’s book As I walked 
He has produced a good job smoothly and to down Grafton Street,” but Go- 


time. It has about it that special quality found 
only in a high quality piece of print. His 


directors like it. 


The client likes it. Even the 


client’s niece (clever at drawing) likes it. Can 
you blame him for creasing his battle-scarred 


countenance in uninhibited song? For resolving 


The headline is 


that, in future, all photo-litho shall be placed | Seeeuees,, “ike 
4 . = | whence the rest of 
: in the same capable hands of Charles and Read? of the copy? “Th 


real advertising 
must vet he to 


cornmie 


where the best photo-litho offset comes from 


What is the illus- 
tration supposed to 
represent? asks 
Copytaster, Unable 
10 solve — the 
mystery, he con- 
cludes that, for 
him, the advertise- 
ment falls flat. (See 

page 90.) 


gartvy would shudder at the rest 
of the copy—the mannered in- 
version of “constantly see dis- 
played this plaque” and the pom- 
pous wordiness of “you may be 
assured” in stead of “you are 
sure.” 

But let us not be too hard. 
This is surely only an announce- 
ment —like the credit titles in a 
film. The real advertising must 
be yet to come, and with such a 
subject it could be superlatively 
persuasive, 


startet ASSOCIATION 


27 OMANCERY LANE, LONDON, W.C.2. PHONE HOLBORN 2882 ‘ AX Pe 
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If all the classified advertisements which appeared last 
year in The Daily Telegraph were placed line to line 
they would stretch through the troposphere and the 
stratosphere and project some thirty miles above the 
level of the ionosphere. 
This interesting experiment was not actually performed 
because we could see no practical use in it. And the 
classified advertisement columns of The Daily Telegraph 
are essentially practical. Agents and private advertisers 
find that they produce big results for very little cost. 
“Te will probably interest you to know "’, an adver- 
tiser wrote recently, ‘‘ that something like 85°, of the 
replies received were due to the insertion in your paper 
And another: **. . . the response trom the Telegraph 
has been almost as great as the response from the 
classified advertisements in all the other papers put 
teyethe t 
The Situations Vacant advertisements are so popular 
Are NT that we are still compelled to publish A and B columns. 
we 
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ADVERTISER'S WEEKLY 


Resort Publicity—2 


HASTINGS DRAWS 40,000 
REPLIES WITH £30,000 


By W. H. Dyer, 
director of publicity, County Borough of Hastings & St. Leonards. 


HE net sum available for 
advertising Hastings all 
over the country——and in some 
overseas parts —is £10,000 plus 
£2,000 voluntarily contributed 
by local firms. Help from rail- 
ways, other travel concerns 
and firms, translated into terms 
of £ s. d., pushes the value of 
Hastings’ national advertising 
every year to about £30,000. 

In size Hastings might be 
described as “upper medium.” It 
is not one of the largest watering- 
places in Britain, but it is bigger 
than the majority (resident popu- 
lation 65,000). Its only real in- 
dustry is selling its amenities and 
attractions. 

For all that, private residents 
still provided by far the greater 
part (75 per cent) of the town’s 
means of livelihood (and the per- 
centage is still higher in resorts 
near enough to big population 


* Have 


areas to be dormitory towns, e.g. 
Brighton, Southend, and South- 
port). Ihe question at once 
arises: why not go nap on resi- 
dents in the town’s publicity and 
not worry so much about attract- 
ing visitors? From the publicity 
point of view there is in fact little 
difference between attracting 
visitors and attracting residents. 
For 99 per cent of the latter first 
come to the town in the former 
capacity, grow to like it, and 
eventually settle. 

The same argument applies to 
the vexed question of the 
“tripper” versus the “period 
visitor.” All large resorts near 
to great concentrations of popu- 
lation regard day-visitors as a 
problem because, it is said, they 
drive “sleeping” visitors  else- 
where. Rubbish! Admittedly it is 
advisable to direct the day visi- 
tor to the part of the town most 
Suited to his activities. But 
freezing him out altogether would 


/ 
“ That the N.T.P. are launching a new quarterly 
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HASELIRGS 
AND ST. LEONARDS 
IN COLOUR 
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do very little good 
and a great deal of 
harm. As a matter 
of fact the old 
style of beanfeaster 
who arrived drunk, 
stayed drunk and 
went home drunk 
is now virtually 
extinct. The 
present-day “trip- 
per” is nearly al- 
ways a Staid citizen 
who avails himself 
(or herself) of modern transport 
facilities to slip down to a 
selected resort for the purpose of 
“spying out the land” for the 
summer holiday. Or else he (or 
again she) is one of the eleven 
million holidays-with-pay types 
who, although financially able 
nowadays to pay for a vacation, 
have not yet risen to the heights 
of spending more than odd days 
away from home. The day visitor 
sooner or later becomes the 
period visitor and both may 


The booklet tells the main selling 
story, This front cover for 1953 


indicates the trend towards 
colours in such publications. 


eventually become residents. Al! 
sorts are grist to our mill, 
whether looked at from a long- 
term or a short-term viewpoint. 
So “Let ‘em all come!” is the 
motto, and the job of Hastings’ 
publicity is to see that they do. 
In fact they come at the rate of 
about 2,000,000 visitors a_ vear, 


publication, ‘Children’s Wear’, on April 15th, 


1953. 


selling children’s wear merchandise. 


It will be of vital interest to all those 


Particulars 
from Drury House, Russell Street, London, W.C.2.” 
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FITTING-OUT NUMBER 
MARCH_ ISSUE 


Press Date Ordinary Advertisements, February 20 


Published by 


TEMPLE PRESS LIMITED, 
BOWLING GREEN LANE, LONDON, E.C.1I 
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ADVERTISER'S WEEKLY 
Hastings draws 
40,000 replies with 
£30,000—continued 


and of these about 400,000 are 
“sleepers’; the rest transient 
one day or less. 

How does the town persuade 
them to come, How, in fact, 
does Hastings apply the general 
principles outlined in the previous 
article? (January | issue, page 10). 


The handbook 


Hastings likes to keep its hand 
book free from advertisements, 
[his involves two companion 
publications both with the same 
page dimensions, One is_ the 
“selling” booklet, consisting of 
90 per cent pictures and 10 per 
cent letterpress—-and in 1953 it 
will conform to modern trends 
by being entirely in colour. The 
other includes a complete, factual 
accommodation register with a 
keyed Map and a supplement con- 
sisting of photographs of hotels 
and guest-houses. In the register, 
each establishment is required to 
state its maximum and minimum 
terms, for both the “high” season 
and the rest of the year. This 
cuts out all that “Terms from 
: nonsense which used so 
often to make the average sea- 
side hotel advertisement either a 
joke or a source of annoyance. 
All other facts about each estab- 
lishment are indicated by an 
alphabetical key. This possibly 


( set AN 
COMMERCIAL MOTOR TAR 


sport EXHIBITION=!! 


HASTIN 


&ST.LEONARDS. 


all the year round we 


Te OL oe ere en reeemes 10 ree 


Happy Harold, featured in the 16-sheet poster (left) which won the 
1952 Tattersall Trophy for the best resort poster, was conceived before 
the end of the war following a series of conferences between W. H. 
Dyer and §. H. Benson Ltd., advertising agents for Hastings. The 
impact was such that it was decided to stick to him as a sort of trade- 
mark The double crown poster (right) is an example of the co- 
operative efforts sponsored jointly with British Railways. 


sounds an unromantic way of copies per annum of each of 
presenting holiday information, — these publications—but this num- 
So it may be—but it has won a__ ber tends to increase. The pub- 
national reputation for reliability. licity department also circulates 
The “selling” brochure does every year 120,000 general folders 
not “date” but a leaflet (issued “bread-on-the-waters” —adver- 
in bi-monthly editions) is inserted tising which goes to travel 
giving a list of permanent, sea- agencies, railway bureaux and 
sonal and occasional attractions. various similar channels of distri- 
Present requirement js 40,000 — bution. 


105/109 Strand, London, W.C.2 
Telephone: TEMple Bar 637) 


throughout the world. 


sea and air transport at home and abroad. 
Covers and insets executed in colour. 


Advertising rates on application to: The Advertisement 
Manager, “MODERN TRANSPORT"’, Norman House, 


The only weekly newspaper dealing with all 
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Posters 


Hastings is one of the very few 
resorts to use 16-sheet posters. 
This form of advertising was 
started on a fairly large scale in 
1945 (when it was almost im- 
possible to buy press space 
systematically) and is still kept 
up on London’s suburban stations 
because it has been found to be 
highly effective. 


Press 
—_——_—_— 

Before the war the main 
(summer) press advertising cam- 
paign used to start at the end of 
March or beginning of April and 
carry on until early June. Now- 
adays it has to begin at the New 
Year and the peak period for 
replies is February and early 
March. The campaign continues 
through April and even May 
but the replies fall off noticeably 
when March is through. And yet 
the visitors do not come any 
earlier—at least not in material 
numbers. On the other hand the 
seasons tend to get later. In the 
‘thirties, the summer season really 
ended about mid-September—but 
nowadays all September is as 
good as most of July, and 
October is better than May for 
summer-season visitors. 

Another puzzle is that whereas 
before the war, the dailies were 
easily the most prolific reply- 
getters, the Sundays now just 
hold pride of place. The invalu- 
able market-place resort features 
in the nationals start at the 


THE MODERN TRANSPORT PUBLISHING CO. LTD. 
takes pleasure in announcing the publication on May 30 
of its CORONATION ISSUE of 


MODERN TRANSPORT 


This issue will contain messages from Prime Ministers and 
Ministers of Transport throughout the British Common- 
wealth, illustrated editorial depicting Royal interest in 
transport during the twentieth century, and many other 


items of paramount appeal to all concerned in road, rail, 


forms of transport 
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BET 
——— 


Northern General Transport 
Co. Ltd. 


Sunderland District Omnibus 
Co. Ltd. 


Tynemouth & District Trans- 
port Co. Ltd. 


Tyneside Tramways & Tram- 
roads Co. 


Gateshead & District Omnibus 
Co. 


Ribble Motor Services Ltd. 


East Yorkshire Motor Services 
Ltd. 


Hebble Motor Services Ltd. 


Yorkshire Woollen District 


Transport Co. Ltd. A market of 


Yorkshire Traction Co. Lid. 


—— & Swinton Trac- 23 “ m 
| Millions 


North Western Road Car Co 
Led. 

The 20 bus companies represented by the Advertising 
_ re ae re Department, the B.E.T. Federation Ltd., serve a popula- 
tion of 23 millions, operate over 7,000 buses and carry 
1,691,000,000 passengers yearly. There is no more effective 
means of reaching so many people at such low cost than by 
advertising on the buses controlled by the B.E.T. Federation. 


Potteries Motor Traction Co. 
Ltd. 


Trent Motor Traction Co. Ltd 


Birmingham & Midland Motor 


Omnibus Co. Ltd. 1,788 B 

Stratford-upon-Avon Blue 
Motors Ltd. & e 

South Wales Transport Co. Ltd. $ 


Western Welsh Omnibus Co. 


nite BUS ADVERTISING 


Gets around to Millions 
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> 
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The Advertising Department 
THE B.E.T. FEDERATION LIMITED, STRATTON HOUSE, PICCADILLY, LONDON, W.1. TEL: MAYFAIR 8886 
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REAL PHOTOGRAPHS 


for Coronation Display. 
Large selection by Baron, 
Karsh, and Dorothy Wilding. 
Highest quality, any quantity, 


any size, monochrome or colour. 


ORDER NOW 


or write for illustrated 
leaflet 


ph otowork Ltd. 


AND’ LILYWHITE 


HEAD OFFICE AND WORKS: 
BRIGHOUSE, Y ORKSHIRE . 


comet orrice: 


, Tel: BRIGHOUSE 1240-1-2-3 Tel: WELbeck 0938-9 
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| Hastings draws 40,000 replies 
| with £30,000—continued 


| 


A full-colour map by Eric Fraser 
is produced for distribution to 
visitors. 


beginning of the year and 
Hastings goes into as many of 
them in each newspaper as pos- 
sible. All insertions are keyed 
and a careful tally of the cost per 
reply is kept. The records of all 
the nationals are good, though 
naturally some are better than 
others. Papers that yield a good 
spate of replies at an average 
cost of Is. to Is. 6d. are excellent; 
those that cost Is. 6d. to 2s. 6d. 
are good. 

Certain travel and holiday 
“annuals” are among the 
“musts,” notably the railway 
holiday guides and the publica- 
tions of the big travel agencies. 
There are a thousand-and-one 
others, both holiday guides and 
periodicals for the general pub- 
lic. They are all good in their 
various ways, and the resort pub- 
licity man must beware of spread- 
ing his load too widely 


Co-operative publicity 


Those are the main activities 
but there are many others, par- 
ticularly the exploitation of the 
help generously given by rail- 
ways, agencies, elc., that must 
not be forgotten. It is essential, 


| for example, to have a good 


supply ef window and interior 
display material to take full ad- 
vantage of the opportunities for 
co-operative publicity offered by 
large stores, travel concerns, 
libraries and so on. There are 
also the railway scenic posters 


Stunts 


Most large resorts have their 
own pet ideas under the heading 
of “stunting.” That of Hastings 


73 BAKER ST., LONDON,W.I 


| at the moment is an annual pub- 


licity bus tour. In 1953 a double- 
decker will set forth in January 
on a 12-weeks pilgrimage, visiting 
large Northern and Midland 
centres of population and finish- 
ing up with visits to selected 
centres in London 


JANUARY 
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Editorial publicity 


Big annual events in this 
town, such as the cricket festival 
and chess congress, as wel! as the 
occasional special events e.g., 
the R.A.C.’s International rally, 
the Daily Express car rally, the 
News of the World national town 
criers’ championship, ete.—pro- 
vide plenty of material for the 
‘softening up” process. 


Public relations 


Every resort attaches great 
importance to the reception of 
conferences and to the work of 
looking after the comfort and 
welfare of those who visit it. 
Each has some sort of a system 
for these purposes. Hastings has 
solved the problem by having 
two officers—the only resort so 
far, to do so. They are the 
P.R.O. (A. ‘K. Vint) and the 
director of publicity (myself) 
Very broadly speaking it 1s my 
job to get people to Hastings and 
St. Leonards and Mr. Vint's job 
to look after them when in the 
town 

Among his responsibilities are 
contacts with the hotels, the 
reception of conference delegates 
and the arrangements for their 
sessions and hospitality, the man- 
agement of the = information 
bureau, and contacts in various 
ways with visitors to ascertain 
their impressions and views 
and complaints too, sometimes 

we assess the value of every 
visitor to the town at an average 
of 13s. it will, I think, be a fair 
estimate. This means that we 
draw about £1,300,000 per annum 
from all visitors of all types and 
ages and about three times that 
sum from the incomes of resi 
dents. By any token, these 
figures represent the finances of a 
pretty big business. And that is 
what Hastings is—a big com- 
mercial undertaking capitalising 
its natural riches of sun, sea, air 
and scenery, plus embellishments 
added by the inhabitants in the 
way of entertainments and sea 
side amenities 
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va 6.000.000 


susie AND panne 
DISTRIBUTED IN 2 MONTHS 


During September and October 1952, Circular Distributors 
distributed over 6,000,000 samples and circulars (weighing 
some 250 tons) in towns throughout the U.K. 


Circular Distributors Limited have facilities for undertaking 
house-to-house distribution in any town of any size through- 
out the country. Advertisers who have used their services 
include : 


ABBEY CORINTHIAN GAMES CO. - COLGATE-PALMOLIVE-PEET LTD. - D. & W. 
GIBBS LTD. - LEVER BROTHERS LTD. - LITTLEWOODS MAIL ORDER STORES 
LTD. - McDOUGALLS LIMITED. - PEPSODENT (SALES) LTD. - MOLASSINE CO. 
LIMITED - PROCEA PRODUCTS LTD. - E. J. RILEY LIMITED - SKETCHLEY LIMITED 


and many local departmental stores and weekly newspapers. 


Door-to-door distribution of circulars and 
samples is peculiarly suitable for certain 
commodities as it possesses advantages 
which no other media can offer. 


1 It enables the advertiser to put a 
sample of his product into the hands 
of the potential consumer. 


If it is not practicable to put a sample 
through the letterbox, he can give a 
voucher away entitling the recipient 
to either a free supply of the product 
or at a reduced price from the local 
dealer. 


Distribution of samples or circulars 
is to over 90°, of the householders 
in the area so that maximum coverage 
is obtained. 


It is by far the cheapest method of 
placing a sample or circular into the 
hands of the public. The cost works 
out at less than Id. per household. 


* An independent survey by one of 


our clients recently, showed 94%, 
distribution and less than \°%, dupli- 
cation, 


STRICT CONTROL OF 
DISTRIBUTION 


The method of distribution is highly con- 
trolled. Each team consists of four 
distributors (usually women) under the 
full-time supervision of a Supervisor, 
either man or woman. The Supervisor 
has a car, in which the samples and 
circulars are carried—and his job is to 
organise his team so as to achieve the 
most efficient distribution, to see that no 
property is missed, no property is dupli- 
cated and no dumping occurs. He back- 
checks on the distributors’ work to make 
sure that it has been properly carried out. 


Over the Supervisors are Inspectors, each 
of whom covers an area of the country 
and make frequent visits to the teams 
operating in the area. The Inspector 
checks on the Supervisor and the 
Distributors. 


Distribution is properly planned before a 
team starts work. Every town in the 
country has been mapped on large scale 
maps—all properly split up into blocks 
and numbered in working order. Head 
Office always knows the approximate 
whereabouts of any team and Inspectors 
and Clients can pick them up at short 
notice. 


Head Office receive daily reports from 
every team, and a weekly summary of 
distribution made is sent to clients. 


RATE OF DISTRIBUTION 


The rate of distribution obtained from a 
team varies considerably according to the 
class of property being worked, and the 
weather. Lower-class terraced property, 
council flats, etc., mean a high rate of 
distribution: better-class property with 
drives, a lower rate 

On any extensive operation, a safe average 
is 11,000 per week for all classes of 
property, subject to weather. Bad weather 
makes a substantial difference to distribu- 
tion obtained, but we are able to guide our 
clients regarding the best periods in which 
to operate as we use long-range weather 
forecasts for 12 months ahead (and they 
are reasonably accurate) 


COSTS 


The services of a team are sold on a time 
basis of £40 per week, so that an average 
distribution cost works out at somewhere 
about 


0-8d PER HOUSEHOLD 


A booklet giving ful! details of the service 
and number of households in towns 
throughout the country is available to 
advertisers. Send for a copy to 


CIRCULAR DISTRIBUTORS LTD 


Head Office: 


21 LEIGH STREET, LIVERPOOL 


"Phone ROYAL 886! (8 lines) 


London Office: MADDOX HOUSE, 215/221 REGENT ST. 'Phone REGENT 108! (6 lines) 
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The DAILY HERALD is one of the greate: 
mass-appeal branded products today. A rec 
alone. the cash-over-the-counter from DAILY 


One-third better off than pre-war (despite 


half of them enjoying two or more wage pag 


vasl spending power. For advertisers this 
by the DAILY HERALD than by any other natio 
see no other national daily. Here, then, ar« 
everyday requirements — food, clothing, 
BIG business for advertisers who use the 


millions because they believe in it! 


H. HULL, ADVERTISEMENT DIRECTOR, 
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st. selling powers behind the marketing of 


ent survey showed that on /2 product groups 
HERALD homes exceeds £62,000,000 a year! 
increased cost of living) and with more than 
ckets every week, DAILY HERALD families have 
is a most profitable market, more influenced 
nal medium, because 53% of HERALD families 
> 6,750,000 men, women and children whose 
domestic necessities, recreations — mean 


DAILY HERALD—the paper that influences the 


ACRE HOUSE, LONG ACRE, LONDON, 


~ ADVERTISER'S WEEKLY 
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7-day salesman 


He's on the road from dawn to dusk, working a seven-day week, 

Winter and Summer, without a break for holidays, lunch or elevenses . . . making calls that 
maintain customers’ goodwill — and calls that make customers. 

He has a stamina that would impress your star salesmen . . . a persuasive technique which 

never takes ‘no’ for an answer. 

The poster medium is the salesman for every service or product. In the Mills & Rockleys Region 
it is possible to plan a lightning attack or a sustained sales campaign. 

The Mills & Rockleys organisation would be glad of the opportunity to advise and co-operate 


at any or every stage of your poster-planning. 


eS ee Poster displays in and around 
Bristol, Cambridge, Cheltenham Coventry, Derby, 
MILLS & ROCKLEYS Doncaster, Gloucester, Hull, Ipswich, Leicester, Luton, Mansfield, 
| PLANNED POSTER ADVERTISING Northampton, Norwich, Nottingham, Oxford, Peterborough, 


Taunton, Torquay, Weymouth, Worcester and 150 other towns. 
POR 
POSTERS PROVIDE SUSTAINED ADVERTISING IMPACT 


MILLS & ROCKLEYS LTD 21 QUEENS ROAD COVENTRY 
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OUTDOOR ADVERTISING 


“KNOW HOW — 


T has long been said of outdoor advertising that the 


poster's audience could not be measured with a similar 
degree of accuracy to that of the newspaper advertisement. 


In Chapter VII of their book Outdoor Publicity, 


Nelson and A. E. 


rememberers” 
very useful level of accuracy. 

There are really two sides to 
the problem (they write)—that 
one wants, first, to measure 
and prove the poster audience, 
and second, to produce a 
method of measurement which 
will enable posters to be com- 
pared with other media. 

What is needed to make a true 


comparison possible? Clearly 
one must seek for some shared 
characteristic. What do _ press 


advertisements and posters have 
incommon? Words and pictures, 
duplication through printing: but 
these are not the characteristics 
we want, these wil] not gauge the 
value for money, except in the 
crudest terms of paper and ink 
and labour. What the advertiser 


must know is how these media 
compare as media. And the 
characteristic which all media 


share, and which can be accepted 
as a fair basis for comparison, 
is the audience. 

Every advertising medium can 
claim an audience of some size. 
What effect the medium has upon 
that audience, whether it reaches 
it momentarily or over a long 
period, what type of message it 
is best equipped to bear—these 
are additional to the fundamental 
fact that a medium in action (in 
this case a poster) offers a certain 
number of people a certain num- 
ber of opportunites to see the 
advertising. There are. therefore, 
two possible methods of cost 
comparison: the number of 
people reached per pound spent 
and the cost per 1,000 opportu- 
nities to see the advertising. Such 
figures are available for other 
media and provided that the non- 
comparable factors are borne 
well in mind—chief of which is 
the different value of an opportu- 
nity to see —the cost comparisons 
can safely be made 


Let us repeat our definitions 


Richard 


Sykes set out to demonstrate that an 
audience peculiar to poster advertising 


one of “potential 


can be and indeed is being computed to a 


Po TT TTT LAT LAMILL CALLA LLL en 
Outdoor Publicity Ltd. have 
just announced the pub- 
lishers of the forthcoming 
book by Richard Nelson 
and A, E. Sykes: They ere 
George Allen & Unwin Ltd. 
AYOOVRYYULSONDENATOOL 11100010000 


because they will clearly express 
the scope of this proposal: 

(1) The audience is the num- 
ber of different people who 
have an opportunity of seeing 
the advertising: 

(2) The cover is the audience 
expressed as a percentage of all 
the people we want to reach; 

(3) The frequency is the 
average number of times per 
week that a member of the 
audience has the opportunity 
of seeing the advertising 
Anyone is a member of the 

audience who has an opportunity 
of seeing the advertising which is 
carried by the medium. In other 
words, the man in the streei, the 
reader of the newspaper, the seat- 
holder in the cinema, the custo- 
mer in the shop. 

This is not to claim that every- 
one who is able to see the adver- 
tising actually does so. The num- 
ber of those who do see it varies 
considerably, according to the 
nature of the advertisement itself 
and the surrounding circum- 
stances, and, of course, according 
to the state of mind of the indi- 
viduals at the time 


Cannot measure 
actual viewers 


Our comparison is not con- 
cerned with the number of people 
who see the advertising, for we 
can never accurately measure 
how many people do see any one 
advertisement: we can only ask 
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them whether they remembe: 
seeing it. What we will then be 
really measuring is the numbe: 
of people who say they remembe: 
having seen it some time in the 
past. In attention-value studi 
for press advertising it Is cust 
mary to show the particular issu: 
of the paper and ask the subject 


which advertisements he saw: we 
may do this, or merely show a 
copy of the advertisement and 


ask whether he saw it and if so 
where. In both cases it Is only 
by asking many people about 
many advertisements and striking 
an average, that any measure of 
remembrance or attention-value 
can be obtained in relation to the 
medium. 


The Size and Nature of thi 
Poster Audience, a survey carvied 
out in 1949 for Mills & Rockleys 
Ltd. by Market i go Se! 
vices Ltd., is interesting in this 
connection, This survey measures 
the audience for a typical poster 
campaign by the remembrance 
method and states: “A poster 
campaign with a full showing in 
an average urban area is remem 
bered by 38-4 per cent of the 
urban population.” The definition 
of the poster audience as people 
who remember the display affects 
the whole conduct of the survey 
and its results: if we are going 
to take as the criterion of an 
audience only their ability to re 
member what they have been in 
a position to see, then it is as 
much as to say that a class of 
school children is composed only 
of scholars who pass the exami- 
nation at the end of the term 
But of course the class is all the 
children, the failures plus the 
successful, and everyone is a 
member of a poster's audience 
who passes the place where the 
poster is displayed. Similarly a 
man in a cinema is one of the 
audience even though he may 
have slept through one of the 
films. 

The message on the poster docs 
not vary the number of peopl: 
who pass the hoardine: the aud: 
ence can fairly be defined as one 
of “potential rememberers’ so 
thai the effectiveness of the poster 
itself had no bearine on th 
authors’ use of the audience as a 
hasis of comparison. 


In our definition of — the 
1udience we used the phrase 
different people.” This is most 
important. A traffic count would 
tell us how often the poster site 
Was passed in a given period, but 
would not be valid for our pur 
pose because it does not take into 
account the people who pass and 
e-pass. A traffic count is a 
rough-and-ready test of the rela- 
tive values of two poster sites; 
useful, but no more than that, 
because our audience measure- 
ment must be based on the series 
f sites which make up the dis- 


play, rather than on individual 
sites. This means that we must 
take care not to count twice a 


person who passes two sites; Le., 
we must look out for what is 
called in the press “duplication.” 


Tracing 
journeys 


Just as the audience for an 
average issue of a journal is ex- 
pressed as readership and is dis- 
covered by asking a representa- 
tive sample of people whether 
they read the publication, so in 
outdoor advertising the audience 
for a poster display should be 
calculated by asking a represen- 
titive sample of local inhabitants 
whether any of their journeys 
tuke them past any of the sites 
Due allowance can later be made 
for the direction in which any 
hoarding faces and for any 
obstructions 

Once the media planner has a 
ligure for the different people in 
his audience who have the 
opportunity to see his poster, he 
can express this figure as a per 
centage of all the people he 
wants to reach. This “cover” is 
a familiar and important mea- 
surememt of efficiency, and until 
we are able to measure the 
iudience for any given display 
of posters we cannot begin to 
compare the efficiency of one 
medium with that of another. 

Ihe duplication we have men 
tioned is not to be confused with 
the frequency with which a mem- 
ber of an audience passes a 


poster The one is an initially 
unknown factor hidden in an 
umbre|la” traffic count and the 
ther is a detailed assessmem of 
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DUBLICITY HOUSE. CORNWALL STREET. BIRMINGHAM3 


“OUT OF SITE - 
OUT OF MIND 


MANCHESTER BILLPOSTING CO.L™? 


29 BOOTLE STREET * DEANSGATE » MANCHESTER: 2 


The ‘* Newer Look’”’ for 


your Posters in 


N. & N.W. LONDON 


wes PAD DINGTON 0186/7. 
~~ G. F. KRUSE LIMITED 
_37_SPRING STREET, W.2_ 
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the number of times each mem- 
ber has the opportunity of seeing 
the poster as he passes by the 
different sites on which it is dis- 
played. 

Smith, Jones, Robinson and 
Brown—these are human beings 
whose real-life habits become 
transformed into statistics of 
movement pattern’, 

If you mark upon a map all 
the poster sites in a town and 
ask a sample of the inhabi- 
tants where they went each day 
of a given week, their answers 
could be arranged as in Table I. 


Smith, Jones, 
Robinson and Brown 


Smith goes to work five days 
a week, his journey taking him 
twice a day past sites A. C, D, 
H and L. He goes regularly each 
Saturday to his bowling club and 
so twice passes F and M. 

Mrs. Brown, a housewife, goes 
most days to her local shops, 
where she passes G and H. She 
also goes into town once a week, 
passing B, I, J and K. 

Miss Robinson works locally 
(S5}-day week) and has to pass G 
and H. Her boy-friend takes her 
to the pictures on Wednesdays 
and Saturdays, past M and N. 
She also made a journey to a 
friend’s house in the week we are 
considering, which took her past 
site A, but she came home a 
different way. 

Jones also is a worker and 
regularly passes C. E and K. So 
far as we know he only went to 
his “local” during the evenings 
and the weekend, which did not 
take him past any of the sites. 

Suppose we had taken seven 
of the sites—B, D, F, H, J, L and 
N—for Anon posters (“Anon’’ is 
the name of the imaginary pro- 
duct, for which a poster campaign 
was planned in a previous extract, 
December 4, page 558). Three out 
of four of our informants had the 
opportunity of seeing them, a 
cover of 75 per cent. But Mr. 
Smith passed four of the Anon 
sites (D, F, H and L), three of 


1—OPPORTUNITIES TO SEE 14 SITES 


them ten times and the other 
twice. He had thirty-two oppor- 
tunities of seeing Anon adver- 
tised. Mrs. Brown passed three 
posters twelve times (B, H and J). 
Miss Robinson passed two of 
them (H and N) sixteen times. Mr. 
Jones, although he does not get 
around much, also passed three 
posters thirty times, but they 
were not Anon posters. So be- 
tween them three of our inform- 
ants logged up sixty opportunities 
of seeing Anon advertised during 
one week, an average of twenty. 
That is how frequency can be 
measured, 

Survey work on these lines is 
being carried out. In a pilot sur- 
vey, for instance, handled by 
Research Services Ltd. in 
Reading,* a random sample of 
adults was taken and the inform- 
ants were asked, amongst other 
things, to “describe their standard 
weekly movements in the town on 
weekdays.” Investigators carried 
maps showing the location of 
hoardings, with a code number 
against each. They followed on 
the map the route of every journey 
and tabled each trip, showing its 
nature, the number of times it was 
made per week and the codes of 
the hoardings passed. 

Six distinct poster campaigns 
were thus investigated and these 
are referred to alphabetically in 
Table IL. 

From this table it will be seen, 
accepting the sampling process as 
a valid one, that during the week 
somewhere between 80 per cent 
and 91 per cent of the adults in 
the town had an opportunity of 
seeing the posters. This seems to 
give clear evidence that. the 
recommended poster cover of 
Reading, which incidentally is 
about 40 sites, can command an 
audience of at least 80 per cent 
of the adult population of the 
town. Provided that the recom- 
mended display of posters for 
each town is based on a deliberate 
selection of sites to match the 
known movements of the popula- 
tion, there is no reason to sup- 
pose that the cover would fall 
much below 80 per cent. 


Sites A\|BICIDIE 


John Smith 10 10 | 10 


Mrs. Brown 
Miss Robinson 1 | 
Mr. Jones 


te 


II—EFFECTIVENESS OF SIX CAMPAIGNS 


| 
| Product | Product Product | Product Product | Product 
zs iwikitet E | F 


} 


Number of informants 250 | 250 | 250 | 250 | 250 | 250 
Number of panels showing | \ | | 

the poster | 45 | 42 | 27 | 22 22 19 
Number of opportunities to | | | | 

see per week | 8,520 | 6,570 5,320 4,230 4,230 4,070 
°. of informants with oppor- | | 

tunities to see the poster | a a3 80 85 a5 20 


Number of opportunities to - 
see per informant per week 37 


32 | 2%|] 09 | 19 20 


*This survey was produced for Cadbury Bros. 
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Cardboard Display Unit designed by - 
Mather & Crowther Ltd., produced 
in quantity and cut out in the 


Display Craft Mechanised Factories. 


During the past two years, it has been our 
privilege to secure five awards for Technical 
Merit in the competitions organised by our 
National Trade Association. 

Clients—and their Agents—who place 
orders with us, realise that it costs no more 
to produce quality goods of real technical 
merit than inferior quality Sales Material— 
the facts are that Display Craft Ltd., are 
producing top grade Silk Screen Printing for 


discriminating print buyers, and giving a 


service which for speed of production and 
reliability is second to none in all England. 

May we co-operate with you in your 
Sales Campaigns for 1953? 


Visplay Craft ltd 


Window Centrepiece designed by ’ 

pag ees ype fos, a gp a BRITAIN’S LEADING SILK SCREEN PRINTERS 
t essrs. J. & E. Atkinson's Export 

Campaign and produced in qunty 88 Acre Lane, London, S.W.2 


by Display Craft Ltd. Tel. BRixton 7871 (4 lines) 


cy SE . 4 - 
ee 
rd ¢ C4 
UeE-WUWLUN $. rai 
5 Cee ae guinees! : 
« » 
rd s < A 
4 \ ir. ie 
- = £ i » . “~% . r —" 9 i 
eT ile 1 Nea | 
| ' a mrs 4 ae = 
> slit Ohm 7 
F val que ror § 4 : aod mM i 7 
‘ ' 4 - 40 5 
, a 44 CH 
-. \em 
a aga * 
a 
a 
7 
i. 
Zs 
a 
“A 7 
oe. , & % ba r : 
‘a a et , 4 , 
“ ? : <a “f 4% of 
. # a 
fs . 4 . Wr: a “y @ 
« ee + . a . Sef f 
f Pia et: Sh : a i ’ 2 ? / / , 7 
—E : 
i 3 
Rieter et 
. mae ; ry is * 7 \ 
a $s , & ¥ 4 it a 
- ie & a . a4 z ie 
a f ae —_ ; 3 
sl iy Yi a \i 
ie an i euch ; : 
—y eS * ¥ a3 
: 


ADVERTISER'S WEEKLY 


po — 


<10VE TGNS 


GUL. 5595 


Fe — 


ENAMELLE 


GRAFTON) WORKS LONDON 


ay 
will 


is stamped on any advertising cam- 
paign that includes the 
HOME COUNTIES 
NEWSPAPERS GROUP 
a powerful and influential Group of | 
eleven individual local newspapers 


, 
Seeing the Sites? 


LANCASHIRE 


DEAL POSTER couwry 


with an A.B.C. net sale exceeding 
126,000 copies jweekly. The Trade | 
rate is 45/- per single column inch. | 
Represented in London by 
WILL KITCHEN, Jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 
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STUART LEWIS, having com- 
pleted another year of Looking 
At Posters, has produced five 
warnings to designers and poster 


Stuart Lewts 


JANUARY 15, 1953 


AONVNVNNOTUET AEA LAHEY AAU ARO PA AER 


1. Avoid corny Coronation tie-up ideas. 
2. Red, white and blue can be an eye- 


innoculated against “yellow 
peril.” 


4. Have topica! posters covered before 
they go stale. 

Eschew the painfully obvious. 

Left: the critic, looking. 

UQUVHUDULOUTIAL LULA 000A AAR GUANA NARA AE 


looks — forward 


OOKING forward a little 
anxiously into 1953 I 
venture to issue a few warn- 
ings to poster advertisers on 
Possible Pitfalls of the year. 

Here goes: 

(1) Beware of straining too 
desperately hard to tie up with 
the Coronation. If, for 
example, the name of the pro- 
duct is Royal, there is no 
earthly excuse for coining 
some such slogan as “This is 
a Royal Year.” Coronation 
time is no time either for vul- 
garity or vacuity. 


(2) Go easy with the red. white 


and blue. This combination 
can provide a gay and suitably 
festive colour scheme; but if 
improperly handled it can pro- 
duce a hideous eyesore. (If in 
doubt, stick to the Union Jack 
or even the Flags of All 
Nations.) 


(3) Be warned against the Yellow 


Peril. If some knowledgeable 
fellow insists that a yellow 
background invariably gets the 
highest viewing, tell him to 
burn the Book of the Rules 
and use his eyes for a change. 
Yellow is a_ perfectly good 
background colour for certain 
designs; but needless to say its 
suitability depends on the size, 
shape and above all the colour 
of the words and pictures to 
be put on it. 


The fact that it is so commonly 
used (presumably for _ its 
alleged eye-catching quality) is 
surely one good reason to 
treat yellow with reserve if not 
suspicion. Look at any mass 
display of 16-sheets, count the 
number of yellow and near- 
yellow backgrounds and you 
will see what I mean. The 
other day I saw a bottle of 
H.P. Sauce which was appar- 
ently engaged in co-operative 


evocative productions. 


advertising with Whitbreads 
Light Ale. Looking more 
closely 1 observed that two 
posters, both with = yellow 
backgrounds, had been posted 
side by side. 


(4) If you issue a topical poster 
closely linked with one par- 
ticular event or season make 
sure that it is removed from 
sight before its message is as 
stale as last week's copy 
coupon. This is a problem 
which can only be solved by 
the billposters; but it is one 
which, if left unsolved, can 
prove immensely harmful to 
poster advertising. (N.B. 
Many Christmas posters were 
still showing in early January.) 


(5) Just because the message of a 
poster must be quickly seen 
and understood, do not resort 
to the painfully obvious idea 
The public are far less stupid 
than some of us think. As 
everyone knows, or should 
know. the most successful 
advertising tells a logical story 
which leads the customer from 
the point of initial interest to 
the point-of-sale. Difficult as 
it 1s, this should be the aim 
of every poster advertiser. 
Otherwise posters will con- 
tinue to be regarded in many 
quarters as useful “reminders” 
~and no more. 


* * * 


G LANCING back for a 
moment at 1952, 1 feel 
bound to say it was not a vintage 
year for British posters. Possibly 
the general level of design was a 
little higher than that of previous 
years; certainly there were fewer 
posters of the type that provide 
a sort of protective camouflage 
for themselves by their sheer dull- 
ness of form and colour. 

Only a few, however, spring to 
the mind’s eye as really lively. 
One can- 
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Through the great pageantry of the Coronation of our Queen 
and through the constant need to improve sales or maintain goodwill, the need for space will always be there 
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Through Christmas to the New Year of 1953 with 
opportunities for those who will but grasp them. 


Space which can be called a * long-view,” which is synonymous with exhibition and display design and construction 


will be the technique of 1953. “ Flat-display ” has almost gone —it is the view through —the exploitation of the 


third dimension in design which puts C.D.O. in the best possible position to work with you during 1953. C.D.O. ts 
geared to give the most comprehensive service and the finest craftsmanship. May we remind you that a telephone 
call to Shepherds Bush, 1281, will bring to your office one of our account executives 


we} : : , 
hag A unique display of 28 Coronation feature-emblems is on 


exhibition in Hall C, displayed realistically against a full-size painted street scene. 


Please come and see it by 
appointment. 


City Display Organisation, Exhibition Works, 30, Uxbridge Road, London, W.12. Shepherds Bush 1281 
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For Quick Access to 


County DurHam 


SUNDERLAND 
Page ge a Sunderland 
Echo 


stocks, another kee! is 


laid in the eight large 

shipbuilding yards on the 

Ww. 
Northern 
Daily Mail 


Billingham 
Press 


W. HARTLEPOOL 


The centre of a busy 
industrial area, working 
at full pressure and giving 
employment to thousands 
of workers. 


BILLINGHAM 
Home of |.C.I. Ltd. This 
factory supplies over one 
and a quarter million tons 
of some 50-60 different 


products each year to 
serve agriculture and 
industry. 


INDISPENSABLE MEDIA 
FOR ALL NORTH-EAST 


ADVERTISING CAMPAIGNS 


LONDON OFFICE: 85 FLEET ST., E.C.4. 


Telephone CENtral 2845 


POSTERS to suit 


the needs of every 


individual advertiser 


Good advice means so much and 
Sheldons with their 112 year 


experience can help a lot. 


d Sheldons know every Poster site in 
ii 5 every city and town and are able to 
rt select those sites to be of most 
4 benefit to the advertiser. 

i SKeldons Ita 


Established 1840 
HOUSE, QUEEN ST., LEEDS, 1. 


SHELDON 
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| Stuart Lewis looks at posters—continued 


| not easily forget the warm and 
| heartening 


Truman's “abstract” 
of a glass and exclamation mark 
(so quickly supplanted by the 
current job in which two men 
raise their glasses to a giant 
bottle, while the cryptic message 
“Hop-perfection!” leaves the 
reader slightly puzzled). 

London Transport maintained 
their usual high standard, and for 
me at least, the Butterfly was their 
most impressive poster of the 
year. 

Iwo other posters—one soap, 
one soapless—were particularly 
memorable for widely different 
reasons; and both are still to be 
found here and there on the 
hoardings. Who could forget the 
Lux mother and child, with its 
lovely draughtsmanship, composi- 
tion and colour, and its subtly 
sentimental appeal? On the other 
hand, who could forget the fan- 
tastic flight of storks carrying 
packets of Tide, surmounted by 


the thought-provoking — slogan 
“Women Love Tide’? 
With the exception of the 


Chocolate Penguin jobs I cannot 
recall a_ single biscuit poster 
which struck my eye with any 
appreciable impact. Similarly, in 
the confectionery field there has 
been nothing notably good or 
bad, apart from the bright and 
breezy Polo series which (almost 
literally) stand out a mile. 

* * * 


HE new Craven A poster is 
almost certainly the outcome 


of serious thought. The appeal 
(“Kind to your throat”) is clearly 
not directed to case-hardened 
smokers, but to those young and 
health-conscious types who still 
say “Pardon” when they cough 
in the presence of ladies. The 
weakness of this poster—and it Is 
a grave one—lies in the illustra- 
tion of the smoker. Technically 
the drawing is excellent; theoret- 
ically the young man is a teen 
ager’s dream, Yet there is some- 
thing about his glad smile, and 
the appallingly genteel twist of his 
hand, which tempts one to 
whisper, ever so softly, “Sissy!” 


ASTONISHING! 


One of the most astonishing 
posters I have seen recently is the 
piece of Highland heart-throb 
by Oxo. It struck me with un- 
usual force because I first en- 
countered it in one of the tougher 
parts of North London. It shows 
a weeping Scottish laddie, whose 
clothes are much too small for 
him, set against a background of 
heather and doleful cattle; and 
superimposed on a grim cottage 
in the middle distance is an Oxo 
cube. The wording reads as fol- 
lows: “Ma Mither winna gie me 
ony mair OXO. It mak's me grow 
oot o' ma claes.” 

If that is the way to sell Oxo 
to Londoners, then I'm a Dutch- 
man! 


Rowntree’s 


being organised by the 
British and London Poster 
Advertising Associations recalls 
another poster competition run 
by the General Billposting Co. 
in Aberdeen in 1911. 

R. Bruce Farquhar, General 
Billposting’s area manager in 
Aberdeen, has found a leaflet 
issued in connection with the 
contest. Dated January 1, 1912, 
it announces: 

COMPETITION _ (Letter- 
press Section). This competi- 
tion created enormous 
interest amongst all classes 
and has proved instructive to 
us. The award for the best 
reply has gone to Mr. John 
Currie, 360 King Street. 

“As an indication of the 
‘pulling’ power of advertise- 
ments diplayed upon our bill- 


posting stations we would 
point out that many 
hundreds of replies were 
received. 


“Rowntree’s poster found 
most favour and had the 
largest number of votes. 

“Our bill announcing this 
competition was a small one, 
and we are prepared to dis- 
play one the same size for 


won poster 
competition—in 1911 


HE poster competition 


you at sixpence per month. 
“Ler us GET YOUR 

NAME UP.” 

Mr. Farquhar comments: “Un- 
fortunately, few details survive, 
but it would appear that the 
competition was in two sections, 
“letterpress” and “pictorial.” It 
was open to all members of the 
public who were invited to write 
in to the company’s offices nam- 
ing the poster which each con- 
sidered best and stating the 
reasons for their preference. 

“Posters only were used to ad- 
vertise the competition and, judg- 
ing by the price of “sixpence per 
month,” the size of these was 
3-sheet double crown. The charge 
in 1911 for the display of “small 
bills” was 4d. per double crown 
per week! 

“There is no record of the 
winning design in the ‘pictorial’ 
section nor of the nature of the 
award to the winning competitor. 
It has been suggested that, in 
view of the fact that the compe- 
tition was in Scotland and the 
result announced on New Year's 
Day, 1912, the prize might have 
been a bottle of ‘Scotch’ with 
which the winner could both 
celebrate his success and welcome 
the New Year in supposedly 


traditional fashion!” 
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Transportation Advertising 


British Transport offers a surprisingly wide, 


advertisers and their Agents. We know how easy 
i IN G I | ! RT TPs { it is to overlook the obvious eo, Intending to help, 
: at I d : b we announce two series of Information sheets . . 


Ap 


A, Pf = 


For Executives — 
FACTS about British Transport adver 
J tising, presented in an up-to-date, easy 
i b f Lg to find and file for Mt, Py WER, BITOR, BOUTIOR 
. ~—e 
rates, audiences, coverage by areas... 
everything youl want to know ina handy 
series of monthly information summaries, 


. Here is the first. 


~~ >. For Art Directors — 


hhh FACTS ahout creative matters, sup 
neice, 


plied bya bi-monthly TAB (Transporta / ia 

/ / 

tion Advertising Broadsheet). TAB he Ips f a 

/ . h 

with such things as sizes, surround colours, AN ] “f ) 

ty} 

notes on site lighting, together with eram \y¥ ; yi? 

iy 
ples of succe saful de signs... Here sTAB , r 


number one . 


sO ———, 
If \ 


HO 


Please remember that we're here to help 
RING TEMPLE BAR 3490 AND ASK FOR THE 


British INFORMATION SERVICE —or call. Certainly let us 


know if you don’t get the first of these sets in the post 


Tra nsporl this week —they’re going to be well worth reading. 
Advertising gets things moving 


COMMERCIAL ADVERTISEMENT OFFICER * BRITISH TRANSPORT COMMISSIC 
CRANBOURN CHAMBER LEICESTER SOUARE STATION «= LONDON WC2 + TELEPHONE TEMPLE BAR 4490 


SCOTTISH OFFICL \DVERTISEMENITL MANAGER 7 CASTLE TERRACE * EDINBURGH 1 + TELEPHIONE FOUNTAINBRIDGE y42a2 
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_SOUTH AFRICA_ 


Daily, morning, newspapers giving 
intensive coverage of the 3 largest 
cities... 


CAPE TIMES (Cape Town) 
NATAL MERCURY (Durban) 
RAND DAILY MAIL (Johannesburg) 


Weekly, national, newspapers . . 


SUNDAY TIMES 
SUNDAY EXPRESS 
DIE LANDSTEM 


Monthly, national, magazines .. . 


SPOTLIGHT 
THE FORUM 


Represented by : 


SOUTH AFRICAN MORNING NEWSPAPERS 
24 Holborn, London, E.C.I. "Phone Holborn 4144 


eading international 


advertisers use 


Holland's biggest newspaper 


a Ot course they do! These firms know their 
. 4 business well and realise the great buying power 
4 represented by 285,000 average Dutch families who 
¥ if read Het Vriyye Volk daily. 
Fa In 1952 the following well-known names were 
7 Pa among those advertised in Het Vrije Volk 
£ Acme Wringers, Au-Wick, Austin, B.F.A., Biro, 
ue Brylcereem, Coca-Cola, Gillette, Goodyear, Hoover, 
* | Iltord, Kodak, Kruschen, Pro-phy-lac-tic, Sanfor- 
zed, Sloan's, Sunkist 
i 
3 H ije Vv 

et Vrije Volk 

: U.K. representatives: Joshua B. Powers, Ltd. 
1 14, Cockspur Street, London, S.W.L, 


Tel. WHI 3366 
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Prospects in Australia 
are getting brighter 


SEVERAL significant trends point to a strengthening general 
sJ market in Australia, reports Goldberg Advertising, Sydney. 
Apart from the spate of Christmas advertising, there have been 
heavier selling campaigns for home appliances and general retail 
merchandise to shift stocks in readiness for expected ease- 


ment of import restrictions. 


Development of a trend to intensify consumer demand for 
motor-cars (new and secondhand), motor oils, tyres and motor 
accessories, and intensified sales campaigns for building equip- 
ment, tinned foodstuffs and real estate are further examples of 
great efforts being made over a widening field to sustain and 


improve the buying spirit. 
* * * 
Reports shat several firms have 


asked for options on the first 
Australian TV programmes are 
circulating, and approaches to 
radio stations likely to be 
interested in TV are under dis 
cussion. Goldberg Advertising, 
Svdney 
. . * 
Collective schemes 


in Holland 


Feature of advertising in Hol- 
land is the number of 
schemes. Beer, butter, milk 
vegetables and 


collective 
fruit, 


cigars afe Cases 
in pornt They 
have now. been 
joined by knit 
ting wool, and 
reports of plans 
for laundries and 


canneries are current 
There is considerable scope 
for canneries who will, it is Said, 


concentrate on selling canned 
vegetables. The market, though 
considerable, is aimost un 
developed 

* ¥ Se 


After acting for many years as 
the chairman of the Genootschap 
voor Reclame (Dutch Advertising 


Association), H. G. D. Coppens 
has retired 
’ * * 
Dr. Jura Drost has left the 


Vereniging Voor Erkende Adver 
tentie-bureaux (the Dutch equiva 
lent of the LIP.A.) to become 
advertisement manager of 
Algemeen Handelshlad 


M. C. de Jong, formerly asso 
ciated with Cebuco, the Dutch 
Daily Press Organisation, has 
been appointed to succeed Dr 
Drost 

»* ¥ 

Dutch Railways have re-org 

anised the advertising on then 


stations to conform to the Swiss 
pattern. A special office has been 


established to publ cise these 
poster sites and is meeting con 
siderable sueeess A higher 


standard of poster design 1s being 
fostered as part of this publicity 
activity B. Knol 
¥ ¥ ¥ 

A map of Western Europe and 
other areas covered by them has 
been sent out by Albert Milhado 
& Co., Ltd. Location of papers 


the firm represents are marked 


Full pages in 
South Africa 
Two Cape Town English lan- 


guage dailies. the Cape Times and 
the Cape Argus, are now able to 


take a limited number of full 
page advertisements 
fhe Johannesbure Star will 


~ 


now take advertisements up to 72 
column inches in size. Previous 
limit was 48 inches. 

Industria is the name of 
industrial supplement to Die 
Transvaler, to be — published 
quarterly as from March. It will 
consist Of 100 pages. Rate is 
£100 per page. 

The Buyer, old-established 
trade monthly, will change its 
size with the February issue. New 
size of full page is 9} by 74 in 
The change of size brings the 
journal into line with the other 
publications of Ramsay Son & 
Parker. —P. N. Barrett Co. (Pty.) 
Lid. Cape Town. 

4 +. * 
Scandinavian 
agents combine 

Scandinavian advertising agen 
cies have formed the Scandi 
navian Advertising Agencies 
Association 
committee 


an 


consists of 
Harlang (chairman), of 
Denmark, Leif Berg (vice-chair 
man), of Denmark; A. Dietrichs 
son and Thor Bjérn Schyberg, 
both of Norway; Folke Stenbeck 
and Torsten Stribe, Sweden; J 
Halculinen and M. Kejola_ of 
Finland 

The aim of the new associa 
tion is to elevate the standard of 
advertising and to seck a closer 
co-operation with other organisa 
tions concerned with all branches 
of advertising 

* * * 

Early in 1952 German car 
manufacturers were thought to 
have conquered the Danish mar 


ket This is no longer the case 
During the last few months, 
British manufacturers have in 
creased their sales, so that in 
October exactly half the number 
of new cars” registered were 
British In the commercial 


vehicle field approximately 
thirds of all new lorries 
been supplied by Britain 
Car imports are still restricted 
hy the Government. Imports for 
1952 amounted to about 8.600 
but it is expected that in 


two 
have 


cars, 
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1953 this figure will be increased 
to 14.000 Weher & Sorensen 
furlius 
P P % 

Circulation figures have recently 
xeen published——for the first time 
the Vitagliano group of 
Magazines These are as 


tor 
weekly 
follows 
Settimo Gi 
Eva 
Novelle Film 
Hollywood 
Vostre Novell 
Ps * 


300.000 
325,000 
120.000 
110.000 
110.000 


rno 


First advertising school in Italy 
was opened in Milan on Novem- 
ber 5, 1982.—Schaub-Thihaud, 
Milan 

» . . 

The Bulawayo Chronicle—-daily 
ind weekly editions--and_ the 
Sunday News, Bulawayo, will now 
accept full page advertisements 

* »* * 

Fourth edition of the West 
African Annual, now published 
contains 118 large pages on imita- 
tion art, including 120 illustra 
There are 92 displayed ad- 
vertisements. C. H. G. Nida Ltd. 
ire the editorial and advertise 
nent n this country 

, . . 


Celebration show 
in Panama 

An International Commercial 
Exposition commemorating the 
100th anniversary of the founding 
of Colon, Panama, ts being organ 
ised by that city for February 
28-March 15. A permanent 
structure is to be built 

The exposition is being 
financed by private as well as 
Government and municipal 
sources. It will primarily be 
devoted to luxury articles, food, 
beverages and tobaccos. A num- 
ber of foreign countries have 
been invited to participate 

There is a Free Zone in Colon, 
providing a place for storage and 
transhipment without customs 
formalities Exhibitors at the 
fair. which is adjacent to the 
Free Zone Area, may find the 


tions 


agents 


tisements 
lo evolve 


The club would strive 
code of professional 
ethics and to secure facilities for 
the training of Indian advertising 
personnel 

Ihe \ News of Ndola 
on January 5 published its first 
issue as a daily paper. Formerly 
published 3 times a week, it be- 
comes the first daily in North 
Rhodesia. 


wrhern 


¥ * 
South {frican 
Sales Promotion 
appearance in Cape Town with 
the January issue, published by 
South African Publishers Ltd... of 
Cape Town The first issue 
carried some 90 pages of editorial 
and advertising from South 
African and British companies 

Fechnica!l Publications (Over 
seas) Ltd. are the British repre 
sentatives 

¥ * * 
‘Lorgest circulation 
in Canada’ 

Weekend Picture Magazine will 
from February 7 be distributed as 
the weekend magazine supplement 
of two more Canadian news- 
papers, //ie Calgary Albertan and 
The Victoria Daily Times. 

The addition of these’ two 
brings to nineteen the number of 
newspapers carrying Weekend 
Picture Magazine, which already 
claimed t! 


Packaging and 
made its first 


he largest circulation of 
any publication in Canada. 
. . * 


Ceylon Business Express has 
appointed Publishing & Distribut 
ing Co., Ltd.. as London repre 
sentatives 


¥ . ¥ 


While 


there has been a very 
considerable rise in imports into 
Pakistan, purchases of machinery 
abroad have not kept pace. The 
Government has repeatedly urged 
the business community not to 
put money into trade but to invest 
in industries required to balance 
the country’s economy For all 
that, imports of machinery have 
increased only stightly since 1948, 
as the following table shows 


Value in millions of Rupees of 


Total 
imports 
1.094 
1.114 
1.200 
1,583 


1948-49 
1949-50 
1950-51 
1951-52 


lities of the Zone of assistance 
n storing stocks of their goods 
for quick delivery to customers 
in Latin America.—-Inter-Con 
tinental Press Guide 


* ¥ ¥ 


Increased trade with Columbia 
is possible, reports the U.K. trade 
mission which has been visiting 
the Caribbean area Members 
say that there is a growing poten- 
tial market in which United King- 
dom traders can share. They 
have received many invitations to 
co-operate in long-term capital 
investments projects 


* * ¥ 


An advertising club has been 


ypened in Calcutta. The presi 
dent. P. K. Sirkar, said this was 
the first attempt to bring together 
on a professional basis all those 
engaged in the creation of adver- 


Machinery 
imported 


56-7 


Percentage of 
total imports 


6 
7 


9 
m ¥ 
Pakistan has nearly doubled its 
production of textiles during the 
last four years. From 88 million 
yards in 1948, output rose to 
about 128 million yards in 1951 
The present rate of production is 
175 million yards annually, re 
presenting over 25 per cent of the 
country’s requirements.—-Everest 
Advertising Ltd., Bombay 
* , . 
Comptoir International de Pub 
icité, Paris, have appointed 
Publishing and Distributing Co 
Ltd.. as sole representatives in 
Great Britain 
The London company will 
therefore represent here 35 daily 
thrice-weekly weekly and 
monthly papers in twelve French 
colonies and territories. Areas 
covered include Madagascar, 
Indo-China, Martinique, Réunion. 
etc. 
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WHO 


are the 


STUDIOS 


with the most up-to-date 


FULLY MECHANISED 


SCREEN PRINTING 
PLANT 


supported by a fully equipped 


COMMERCIAL ART 


and 


PHOTOGRAPHIC 


SERVICE 


ADVERTISING - PHOTOGRAPHY - ART 


You are cordially invited to inspect 
our modern screen process plant—we 
will be very pleased to see you. 


TERMINUS 1184 


Ring 


A-P-A> STUSIOS GRAYS INN ROAD 
LONDON - W:-C:} Telephone : TERminus 1184/5 
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ADVERTISER’S WEEKLY 


Eight papers 


Kent 
CHISLEHURST, 


Head Office : 
Times Buildings 
Sidcup 
Tel. FOOtscray 3077-8-9 


circulating 
residential and industrial territory of North West 
Intensive coverage in BROMLEY, SIDCUP, 
ELTHAM, 
BEXLE YHEATH, ERITH, WELLING & DARTFORD 


Largest Net Sale in Kent 
KENTISH TIMES — 


SERIES OF WEEKLIES 


in the prosperous 


ORPINGTON, 


—one unbroken area! 


81,062 


NET SALES A.B.C. 


London Office : 
Bank Chambers 
329 High Holborn, W.C.! 
Tel. HOLborn 2730 


CANNOCK CHASE °° 


STAFFORDSHIRE 


CANNOCK — 


ADVERTISER 


Covers the whole of, 


Sf 
R 65,000 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


NET SALES 


42,150 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-7-8 


London: George Jackson, 
Clifford's Inn, £.C.4 HOL Wil 


Founder Member London Suburban 
and Home Counties Press Group 


Largest Circulation 
in rural Essex 


Essex County 
Standard 


series 
COLCHESTER 


45,941 (Sept. ABC) 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


| 
| 
¥ 


Coronation 
Enlargements 
for display purposes 
are available from 
AUTOTYPE 
Wiustrated folder and 
price-list free 
Brownlow Rd. W.13 
EALing 269) 
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_ Making the ad. meet 


the occasion 


By 


PECIAL issues of local 
newspapers, in honour of 
great occasions, achieve maxi 
mum impact only when the 
advertisements are an integral 
part of the whole production 
This 


most 


lesson 
lucidly in the 
issue Of the Halifax Courier, 
where advertisers cheered the 
paper's achievement in a pleasant 
chorus. Dignity was the keynote 
of their announcements, many of 


was emphasised 


centenary 


which followed the centennial 
theme 

The atmosphere of a hundred 
years ago was recreated with 


considerable success in an adver 
tisement which Gee Advertising 
Ltd. prepared. It was, perhaps, 
the outstanding example 

The copy aimed to present the 
name of the clients, Fleming 
Birkby & Goodall! Ltd., manufac 
turers Of transmission and con- 
veyor belting, in a manner at 
once out-of-the-ordinary and 
dignified. Under the heading 
“Let us turn back the hands of 
time,” a summary of the main 
events that were happening then 


included a sentence: “Among 
the readers of the fledgling 
Couriers restrained reports of 


these catastrophies are the direc- 
tors of Fleming Birkby & 
Goodall, at this time a young and 


Vigorous company a mere 68 
years of age 

The typesetting by C. & E 
Layton enhanced the’ mid- 


Victorian quality of the advertise 
ment, as did also a decorative 
surround incorporating men in 
tall “toppers,” women in crino- 
lines, coaches, and fountains. it 
took the artist nearly four days 
to draw this border, because of 
the number of contemporary 
references to be consulted 


* * * 


RECENILY passing its 5,000th 
issue, the Hamilton Advertiser Was 
founded in July 1856 as a fort 
nightly by William Naismith, who 
died in 1914 aged 8&5 It soon 
became a weekly and rapidly 


A House 
Goes UP 
The Tenant 
Goes In 
And So Does 
THE 
Rugby Hdvertiser 


Friday (20,080 A.B.C.) 3d. 
Tuesday (3,627 A.B.C.) I 4d. 


DAVID L. CLACKSON 


London: ba FLEET STREET, E.C.4 
Phone : CENtral 2626 


WILTON EVAN 


established itself as the county 
paper of Lanarkshire 
Previous papers had failed 


largely owing to the high taxes 
The lowest price for an advertise 
ment was the then considerable 
sum of 4s. 6d., of which Is. 6d 
went to the national exchequer 
In addition there was a stamp 
duty of Id. on each copy of the 
paper printed. When these imposts 


were abolished in 1855, many 
new publications appeared al! 
over the country. 

When the Advertiser first ap- 
peared, all type was hand-set, no 
small labour considering the 


smallness of the type and the fact 
that the columns, 24 in. long by 
roughly 24 in. wide, often num 
bered as many as 36. First copies 
Were Printed by hand, initially at 
the rate of about 200 per hour 
The present machine can turn out 
papers at about 10,000 per hour 
Photographs were introduced in 
the 4,000th) Issue (August 19, 
1933), 

With the easing of the news 
print shortage six months ago, 
the standard size was increased to 
24 pages. 

¥ * 

SPEAKING at the 


* 
annua! dinne: 


of the Stockport Advertiser, Ald 
W. H. Russell, Mayor of Stock- 
port, revealed that one of his 


most treasured possessions was a 
reprint of the first copy of the 
Advertiser given to him by the 
late William Astle, former editor 
of the paper. 

Quoting 
article in 
March 29, 
added that 
carried on 


the 
issue 


Ald 


from 
the first 
1822. 


leading 
dated 
Russell 
the Advertiser had 
the principles there 
laid down. which were to devote 
all its energies to promote the 
“honour and welfare of the land 
we proudly call our own.” 
» * * 

AN ALL TIME record for weekly 
British newspapers is claimed by 
the Grimsby News Pictorial with 
the publication of a  12-page 
supplement in colour—the fourth 
in fifteen months. The latest was 
in red and black, but some pre 
viously have been in_ three 
colours. A fifth supplement has 
also been produced in this period, 


' 
‘is 


but without colour 
The most recent supplement 
sold out in record time 
* * * 


LATEST promotion piece to be 
produced by the Birkenhead News 


Group takes the form of an 
optical illusion Recipients of 
two crescent shaped blotters are 
asked to place them side by 


side and guess which is the larger 
The one placed on the right 
ilways appears to be the biggest 
but actually they are identical in 
Size. 

“How easily can the eye .mis- 
lead” exclaims the copy on the 
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This advertisement was prepared 
by Gee Advertising Ltd. for the 
centenary issue of the “Halifax 
Courier.” 
blotters. It goes on: “There are 
real differences in advertising 
media, but the wise advertiser 
looks for facts—for instance, he 
knows that 45,260 copies of news- 
papers of the Birkenhead News 
Group go into Birkenhead and 
Wirral homes each week, and yet 
the cost of reaching this market 
is only 34d. per s.c.i. per 1,000.” 
* * * 


A MACHINE commended by the 
Provincial Press Productivity 
Team, the Morrison Slug Strip- 
per, 1s now in operation in a 
British newspaper plant. 

This American machine was 
delivered to the Bournemouth 
Times Ltd. a few weeks ago. 
Installation, after many delays 
due to currency restriction, fol- 
lowed the visit to American 
newspaper plants made in the 
spring of 1951. by Eric Putnam, 
Bournemouth Times director. 

The stripper, in effect, strips 
the lettering from a lino or 
Ludlow slug. This lettering may 
then be adhesived to the top of a 
stereo plate or wood mounting 
block without piercing that 
mounting. 

Thus, the stripper pays off, say, 
where an advertisement demands 
setting out of horizontal true for 
some lines or again where type 
must be “fitted” to an illustration. 

* * * 

TWo-COLOUR printing now 
brightens the Barnes and Mort- 
lake Herald and the Richmond 
Herald. Recent introduction of 
red as the title-head for a com- 
posite page for members of the 
Barnes Chamber of Commerce 
showed that discrimination is 
being exercised in its use 

The firm, R. W. Simpson & Co.., 
Ltd.. have two two-colour heads 
which enable them to print in two 
colours as well as black. They 
are making use of this attachment 
in various periodicals of which 
they are printers. 

= * * 


Locat History has received an 
interesting addition in A Corner 


of Epping Forest and the Origin 
Penny 


of th Post, a 40-page 
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booklet by H. V. Wiles (manag- 
ing director of The Walthamstow 
Press, London & Essex Guardian 
Newspapers, and The Wes: Fssex 
Gazette). 

Attractively illustrated with 
photographs and sketches, the 
booklet discusses the beauties of 
the Loughton and Albion Hill 
district, goes on to mention 
famous names connected with the 
Forest, and then concerns itself 
with the contention that the true 
originator of the penny post was 
not Rowland Hill but Francis 
Worrell Stevens who lived at 
Albion Hall, now Drummaids 
Lodge, of which Mr. Wiles is 
present owner. 

This booklet is an interesting 
addition to The Horn Book, 
William Morris of Walthamstow 
and the other books of topo- 
graphical and historical interest 
written by Mr. Wiles. 


Bright ideas} 


department 


“The use of box numbers in 
newspaper advertising’ was the 
heading of a double column 
explanation of the system by the 
advertisement manager, in the 
Retford, Gainsborough and 
Worksop Times. This practice is 
very inadequately understood by 
the genera! public judging by the 
queries received weekly and the 
frequent callers at most offices. 
The explanation was an example 
of good public relations. 

“Not even the sick silk worm 
beat Polly Perkins” was the head- 
ing of a double column story in 
the Croydon Times telling how 
their switchboard operator 
answers an infinite variety of 
questions from the public. 

When a new fire station was 
opened at Didcot, the North 
Berks Herald devoted a full page 
to the occasion, photographs and 
descriptive editorial being sup- 
ported by advertisements from 
the main and sub contractors. 

Prominently featured in a full 
Page descriptive article which 
appeared in the Wiltshire News 
recently were Chapmans, of 
Trowbridge, makers of all types 
of mattresses, bedsteads and 
divans. The firm was the first 
to be chosen in a new series of 
industria] articles. 

The story was important not 
only from the angle of valuable 


publicity which it brought the 
firm, but also, the information 
given by A. C. Jones, director 


and general manager, was of such 
a character as to educate readers 
regarding the high quality of 
manufacture now adopted by the 
leading firms. Good P.R. here, 
too—for advertisers. 

* * . 


Mempers of the staff of the 
Hornsey Journal (London 
Counties Newspapers) are taking 
a prominent part in helping to 


arrange the local Coronation 
celebrations. Serving on the 
main committee set up by the 


borough council are the editor 
A. L. White, advertisement man- 
ager T. F. Bishop, and reporter 
S. B. Benson. 


ADVERTISER'S WEEKLY 


InCoronation 


Year... 


make sure that 

you cover One 

of Britain’s Best 

Markets by using 
the 


A.B.C. 
MEMBER 


Surrep 


Advertiser 


@ Largest circulation in Guildford and West Surrey. 
Mid-Week and Week-end editions. 
Head Office: Guildford. Tel: 5252. 


London 


143, Fleet Se., E.C.4. CEN. 6692 


THE 


WELLINGTON jOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 50, 134 weekcy (A8.c.) 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (CéNtrai2626) 
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HE commercial—though only 

about one minute in the 
entire programme—is the core of 
the advertiser's endeavour in a 
television film. If it is bad it is a 
reflection upon the sponsor and 
his product; if good, the audience 
will use it as a guide to the 
product itself. 

1T MUST BE BOTH INFOR- 
MATIVE AND PERSUASIVE, 
OTHERWISE IT 15S NOTHING 
BUT AN INTRUDER INTO 
THE PRIVACY OF THE 
VIEWERS’ HOMES. 

For the first time in_ this 
country we are able to make ad- 
vertising films which will be 
shown in the home when com- 
mercial TV comes; it will be 
difficult for a man to escape see- 
ing at least some of them. He 
must not, at all costs, be offended 
nor brought to regard them as an 
intrusion, 

The major difference between 
copywriting for a newspaper ad- 
vertisement and writing for a 
television commercial is in story- 
telling qualities and in continuity. 
The good TV commercial writer 
must be a good story-teller. The 
technique must be a simple one. 
To rush off in different directions 
at the same time will only con- 
fuse the viewer. A lavish story 
which requires a world tour on 
film is clearly wrong. For 60- 
second commercials—and it is un- 
likely that more time will be avail- 
able—it is useless to write spots 
so overloaded with ideas, actions 
and selling points that they could 
run for sixty minutes; it will be 
impossible to get them all in or 
clearly see any of them. Obvious? 
Not in my experience, Nothing 
is obvious to the man who wants 
to sell his product but has no 
experience of the requirements of 
a medium. The writer must 
understand what is to be high- 
lighted in his story and then tell 
it clearly, simply and with great 
economy of words and scenes. 


Entirely a 
commercial matter 


The new television will be 
entirely a commercial matter; it 
will have to be made within a 
close budget. So long as the 
quality of the story is high and 
the dialogue perfect, the number 
of scenes, camera angles, sets and 
so forth can be held to a mini- 
mum. To write reverse angle 
shots, for example, is unnecessary. 
They are not possible in live 
television, and should not be 
used in films made to be shown 
on television. In television a shot 
can be held far longer than in 
the cinema; so, close shots bring- 
ing out the facial expressions and 
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Commercials for television films 


Advertising must be INFORMATIVE, or 


it becomes an intrusion 


By Neal Arden 


This is the first of a series of six monthly articles presented 
as a guide to future producers of that part of TV entertain- 
ment known as “the commercial”. 

The commercial is the reason why a sponsor will buy 
television time. However good or bad the remainder of his 
programme may be, the commercial is what he is interested in. 


thoughts of actors should be held. 
This technique is not only the 
correct one to follow but ob- 
viously has the effect of saving 
shooting time and thus saving the 
producer's money. 


Knowledge of 
proper pacing 


A writer should always have a 
knowledge of proper pacing. Sup- 
pose a well-known and beautiful 
person is to appear in the com- 
mercial. The audience will prob- 
ably want to look at her for as 
long as they can—in silence, or 
at the most with a background of 
suitable music. If, meanwhile, 
anything is said by anyone else 
(however interesting it may be to 
the agency) this may well be a 
distraction to the audience and 
the good impression being created 
by the offering of a feast of 
beauty to the viewers will be lost. 
On the other hand there are 
moments when the sponsor will 
want to show viewers what he is 
selling and insist on them hearing 


what he has to say about it. 
“When to do what” is what is 
meant by proper pacing. When 
to talk, when to preserve a dis- 
creet silence, when to show some- 
thing or someone beautiful, even 
though nothing to do with the 
product, when to “sell.” 

These points will only come 
from an instinctive feeling for 
“timing” possessed by all great 
showmen, or learned with some 
difficulty by the rest of us. 

There may be a tendency to 
overwrite on a purely visual point 
—it must be watched. The 
medium is mainly one of vision. 
Sound is an adjunct to it and 
should not become of first impor- 
tance, Television is not radio— 
and has little connection with it. 

In America, some advertisers 
insist On an unseen announcer 
reading out all the credit titles 
and all words appearing on the 
television screen. This, they say, 
can overcome the reluctance of 
people to look at a screen show- 
ing a commercial message; the 
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fact that an announcer is reading 
the message will put it into 
viewers’ heads willy nilly. They 
say that people leave the room 
during the commercial and that 
an announcer’s voice can follow 
them and get at them, even if they 
cannot see the screen. Maybe 
they have a point, but it seems 
bad practice. We shall have a 
stronger point if writers and pro- 
ducers make the commercia] mes- 
sage interesting enough visually to 
hold the viewers attention so that 
there is no need for the shouting 
of an announcer. In any case, it 
is possible to switch off the sound 
until the commercial is over. 


Change-over will 
be difficult 
—_—_—_—_—_—_——_ 

Writing for television will be a 
difficult transition for advertising 
men competent in other media. 
The purely radio writer, for in- 
stance, will simply have to forget 
what he knows. His training has 
been in a medium where there is 
no picture except that which he 
must build in the listener's mind. 

A background of movies and 
the theatre, both visual media, 
is the most useful. But the tran- 
sition can be made by all and 
should be made quickly. Nothing 
in television is going to be so 
difficult or require so much con- 
centrated thought as the “com- 
mercial” which will be the very 
life blood of this new industry. 


‘The coat 


PAUL NUGAT 
reviews 
NEW FILMS 


Use of a film to sell fashions 
to retailers is an idea that has 
come over from America. 
“More films like it ought to be 
made here,” thinks Paul Nugat, 
and he describes its advantages 
in selling to a tired, overworked 
store buyer. 


you love to live in’ 


SAW an American film 
during the month. More 
like it ought to be made in 
Britain than there are. The 
Coat You Love To Live In is 
a tightly compressed 10-minute 
film version of a mannequin 
parade that Lawrence of 
London staged in New York 
last year. As a piece of film 
making, it is nothing to shout 
about. But so far, manufac- 
turers of consumer goods in 
Britain have seemed content in 
the main to address the ulti- 
mate consumer—the public. 
They are forgetting the vital 
link between themselves and 
the public—the store and shop 
buyers and their own sales 
force. 
“The Coat You Love To Live 
In” is the kind of film a salesman 


must dream about, when con- 
fronted by a buyer who is neither 
a regular customer nor disposed 
to thumb through a range for 
which her existing stock tells her 
she has no appetite. 

Mannequin-worn§ these rain- 
coats, no longer looking like 
mere protective garments against 
rain, pass like rapid gunfire across 
the Kodachrome screen. If it is 
all quite breathless and remorse- 
less in its uninhibited manner of 
plugging the manufacturer's 
designs, it is certainly 100 per 
cent effective in provoking 
interest. 

* * * 


Because Auger & Turner Ltd. 
handle space allocation for the 
British Pavilion, at the Zagreb, 
they had the sound idea, last year, 
of giving the potential exhibitor 
in 1953 a picture of the British 
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wider coverage 
at lower cost 
through Presburys! 


3.500 Solus sites for your screen advertising 


FIGURES 


Some 1/5 MILLION people of every age, interest and 
income-group will watch your sales story unfold on 72% 
of all the cinema screens in Britain ! 


FACTS behind these figures 


Presbury screen coverage, which commands the cream of 
the Independent cinemas, is the widest and deepest in 
England, Wales and Scotland—and in many towns, the 
ONE cinema, filled to capacity with a captive and recep- 
tive audience, is a ‘‘Presbury"’ cinema. 

With Presbury ‘punch’ and ‘know-how’ to give your filmlet 
or solus film (the only one of its kind to be shown 
during that week) the greatest sales-appeal possible, it's 
small wonder PRESBURYS SCREEN ADVERTISING 
SERVICE has * got them covered ! "’ 


for WIDER COVERAGE choose... . PRESBURYS 


for Preference 


Complete production and distribution service for 


all types of advertising films, filmlets (colour or 
Member of the Screen Advertising Association and of 


monochrome) and slides. Ask for details. the Association of Specialised Film Producers 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2 Telephone WHitehall 3601! 
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Paul Nugat’s film reviews—continued 


TEACHING HOW TO TEACH 


exhibitors’ stands—Zagreb Fair 
1952. 
It is a well photographed 


perambulation through the British 
Pavilion, heightened by the pre- 
sence of Marshal Tito himself 
and the interest of the many 
Jugo-Slav visitors in their colour- 
ful national costumes. One out- 
standing “shot” is an air-borne 
view of a British tractor being 
put through its paces. 

The one weakness of the film 
lies in its commentary, It is 
always a mistake for the com- 
mentary to be spoken by an 
amateur commentator. Timing 
and voice modulation is inevit- 
ably at fault. 


* * * 


‘THE BUILDING of a new oil pipe- 
line across the desert from Iraq 
to the Mediterranean is the sub- 
ject of The Third River, spon- 
sored by the Iraq Petroleum Co. 
and produced by Film Centre 
Ltd. The film describes the 18- 
month enterprise of bridging 555 
miles of desert with 142,000 tons 
of pipe. 

Most of the 28-minute film 
is taken up with the varied tasks 
of cutting a five foot trench 
across the featureless desert with 


a super-sized ditcher, welding 
90 ft. lengths of pipe, and other 
technicalities of providing a new 
oil flow. 


* * * 


INDUSTRY WILL be able to make 
plenty of use of Instructional 
Technique a two-part film pro- 
duced by World Wide Films Ltd. 
for the Air Ministry. The teach- 
ing of adults is foisted upon men 
in and out of uniform whose only 
qualification is that they know 
their subject matter backwards. 

In this film, divided into “The 
Class-room Lesson” and “The 
Practical Lesson,” the R.A.F. sets 
out to analyse the good points and 
the failings of six typical instruc- 
tors, whose attitudes and personal 
traits are a most representative 
cross-section of teachers in any 
field. 

The film is a unique experi- 
ment and a triumph of the 
thought-provoking film, which is 
bound to lead to fruitful thought 
and discussion, wherever it 1s 
shown. Running time is 26 minutes 
and 14 minutes respectively—and 
they are far from dull minutes, 
even to those people who have 
never handled chalk and black- 
board and visual aids. 


6 
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yes 
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MULLS LE 


Richard Thomas & Baldwins 
Ltd. are convinced that films are 
the most powerful medium of 
mass communication. 

At a meeting of the London 
and Home Counties Region of 
the British Association of Indus- 
trial Editors, Derrick A. Glad- 
well, told the story of his com- 
pany’s 16 mm. film magazine, 
“Ingot Pictorial,” the first edition 
of which was shown in 1948. 

Mr. Gladwell said that it was 
estimated that one third of their 
employees could not and would 
not read a house magazine. 

All their 27,009 employees, 
however would look at pictures, 
particularly if they were moving 
pictures, 

Since 1948 fifteen editions of 
“Ingot Pictorial” had been pro- 
duced. They were unsophisti- 
cated and down to earth and 
dealt with new developments, 
new methods, new faces, sports 
meetings, and drama _presenta- 
tions, 

“It has now come to be 
accepted as one of our com- 
pany’s chief channels of informa- 
tion,” said Mr. Gladwell. 

* * * 

Wilson & Longbottom Ltd. 
gave the premiére of their film, 
Looming Ahead, to their own em- 
ployees in Barnsley. The firm 
has had a 30-seater cinema built 
at the factory, which will be used 
to show sponsored film to their 
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Films for the worker 


customers for looms. Prints of 
“Looming Ahead” are shortly to 
be distributed throughout the 
world. 
* * * 
Richard Sutcliffe Ltd., Wake- 
field, manufacturers of belt con- 


veyors, have sponsored a 28- 
minute film entitled Three 
Installations. It demonstrates the 


working of their conveyor belts in 
an iron works, cement factory, 
and on a Civil engineering pro- 
ject. The commentary carries the 
design and erection details. 

* * * 

Ace Distributors Ltd. have 
produced a film for Stewart & 
Lloyds Ltd., describing their 
E.R.W. process of producing 
tubes by electrical resistance 
welding. 

* * * 

Colonial Industrial Achieve- 
ment, reviewed by Paul Nugat 
recently, has now been retitled 
Industrial Observer Reporting: 
Seeing is Believing for the pur- 
pose of general distribution. 

. . - 

The Hide and Allied Trades 
Improvement Society have com- 
missioned Boulton-Hawker Films 
Ltd. te-produce a two-reel colour 
film on the subject of the warble 


y. 

_ Graham Cherry, agricultural 
journalist and publicist, will be 
associated with the production. 


Lote 


MOBILE BOOKSHOPS 


MOBILE CANTEENS 


MOBILE ADVICE 
BUREAUX 


MOBILE DISPLAY 
UNITS 


BRITISH 


199 PICCADILLY, LONDON, W.1. and BALHAM HIGH ROAD, S.W.17 


EXHIBITION & DISPLAY VEHICLES 


In addition to building Mobile Cinema Vans we design 

and construct Exhibition and Display Vehicles of all 

types. We welcome enquiries for vehicles requiring special 
construction to achieve a particular object. 


FILMS LIMI 


TED 


MOBILE EXHIBITION 
VANS 


MOBILE TRAINING 
UNITS 


MOBILE CINEMAS 


MOBILE SALES 
OFFICES 
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WHATEVER YOU MAKE 


— make a point of visiting this Erhibition BN ETE WN, EW, 


at OLYMPIA, LONDON _ MATERIA METHODS 
: siecsiemeaiaecamaesiilenmioniass ay ae MACHIy ERY 


Manufacturers of every type of pene from cars to 
capsules, are faced with the problem of packaging — 
whether for Home or Export markets. 

At THE PACKAGING EXHIBITION, over 150 of the 
leading members of the packaging industry show how the 
use of new developments in design, materials, methods and 
machinery can make your packaging pay — by reducing 
production costs and increasing sales at the point of 
purchase. 

Everyone engaged in the marketing and selling of 
merchandise will find THE PACKAGING EXHIBITION 
interesting, stimulating and instructive. 


@D 


Remember the dates .. . JANUARY 20th — 30th, 1953 
Open daily 10 a.m.—7 p.m. (except Sunday) 


Organised by 


PROVINCIAL EXHIBITIONS LTD. 


in association with 


F. W. BRIDGES & SONS LTD. 


In collaboration with The Institute of Packaging 


a alll INNS 


When covering the Industrial Midlands — 


You can’t afford 
to neglect 


including 
Stourbridge 
Rowley Regis 
Brierley Hill 
and Districts 
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7 yd I poster sites in. Dudley are controlled ,) nn 
C. WHITEHOUSE & SON (DUDLEY) LTD. 


36, KING STREET aici abd @ ‘PHONE DUDLEY 2077. : 
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New Sketching 
Party Holidays 


Organised by Edward Swann 


WTA offer a wider choice than ever based on mutual interest and 
in 1953 for sketching parties and the lively advice and help of ex- 
students for Summer Schools of perienced tutors? 


rp ahaa 
Sketching and Fainting, WTA prices are ‘all-in'—for weekends, 


What could be better than a week or longer all over the country. 
a holiday that provides refresh- Plan now for a stimulating ‘holiday 
ment of outlook, good fellowship with a difference.’ 


WRITE FOR FULL PROGRAMME TO W i A 


(Dept. A.W.1), 34 Gillingham St., London, $.W.1 Tel. Victoria 6688 


Studio Seven 


cypervence, knowledge and latenis Gf 
a Leam of Haweriiwng anise, Mebiguerd 
and copywriters go mid every fob .. 
tee address is 


47 RED LION ST. W.C.1 HOL 93578 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. If your products 
appeal to the Engineering Industry, send for 


free specimen copy and rate card. 


Mechanical World 


AND ENCINEERING RECORD 


Published monthly in London and Manchester 


Emmott & Company Limited, 21 Bedford Street, London, W.C.2 
Manchester @: 31 King Street West, Manchester 3 


Exhibition Stands 
DESIGN & CONSTRUCTION SERVICE 


MERCURY DISPLAYS LTD 


Head Office 
171 NEW BOND STREET, W.1. Tele: GROSVENOR 8711 


Works 


394 YORK ROAD, S.W.18 Tele: VANDYKE 3562 


What Manchester thinks to-day 


January 15, 1953 


Why advertising ts on 
its toes again 


CCORDING to the annual 

report of the advertising 
and publishing trades section 
of Manchester Chamber of 
Commerce, “advertising, gener- 
ally, is on its toes again”. 

Here are some of the reasons 
cited in the report: 

“With the stiffening of the 
export market and the tightening 
of credits at home, there has 
been a natural tendency for ad- 
vertising to be more closely 
integrated with sales than in any 
year since 1939. 

“To most advertising men the 
change is welcome; there was a 
danger in the constant small 
space advertising . . . of it being 
forgotten that advertising had 
other functions than’ merely 
keeping before the public the 
names of brands or past services. 

“If things generally have moved 
more closely towards the 1939 
pattern, there is one marked dif- 
ference in connection with the 
planning of advertising cam- 
paigns. 

“There is far greater use being 
made to-day of research. Fol- 
lowing the lead of the Hulton 
Readership Survey, many news- 
papers have provided valuable 
statistics as to the areas covered 
by their publications, type of 
readers and, in the case of the 
series of documents provided by 
the Daily Herald, the amount of 
money spent by readers on 
various commodities and the sup- 
port that their readers give to 
various brands. 


NOT GUESSING 


“This research activity has not 
been confined to newspapers 
alone, but has been followed by 
magazines, trade papers and 
indeed the poster industry. 

“The statistics available to-day 
certainly allow for more scientific 
planning of advertising campaigns 
and while they have not made 
the matter of space booking fool- 
proof, they have removed a 
great deal of what was pure 
guess work in the past. 

“Research is not being confined 
to the examination of newspapers 
and their readers, More and more 
firms are making use of market 
surveys in connection with their 
products. Before campaigns are 
being launched on behalf of new 
products, trade and public sur- 
veys are put into operation to get 
accurate information as to condi- 
tions and reactions. 

“In skilled hands research can 
answer many of the questions 
which cause anxiety to those 
responsible for selling or adver- 
tising, and, welcome or not, this 
new campaign weapon has come 
to stay.” 

On the subject of outdoor pub- 


licity, the report recalls that dur- 
ing the past year there has been 
a considerable amount of re- 
organisation of sites on the outer 
fringe of Manchester along four 
of the main roads, and adds 

“The old type hoarding with 
the space fully covered with 
posters has given way to the more 
modern layout with each poster 
having sufficient elbow room to 
separate it from its neighbour. 

“Where there was a multipli- 
city of sites there has been a 
thinning out, much as one removes 
the old wood in the interests of 
the health of the tree. A number 
of new sites have been erected on 
derelict pieces of land making an 
improvement to the appearance 
of many of the roads into the 
city. 


PANEL PREFERRED 


“Few could argue that the 
modern poster panel with its 
forecourt is not to be preferred 
to the derelict ground which is to 
be seen as a result of war damage 
all over the city. 

“Much of the improvement in 
mural advertising about the 
country must go to the credit of 
the billposting companies who 
have sincerely accepted their 
responsibility to the community 
in the matter of preserving ameni- 
ties. They have a pride in their 
business. 

“Some credit must also go to 
the working of the 1948 Regula- 
tions of the Town and Country 
Planning Act, and the power 
given to the authorities to check 
abuses where posters or signs 
were placed without reasonable 
consideration. 

“Admirable though this power 
may be in some directions, it 
should never become a vehicle 
for prejudice, and greater co- 
operation might be shown by 
certain authorities in trying to 
decide whether so-called ameni- 
ties are improved or impaired by 
advertisements displayed with 
skill and discretion. These with 
the right to veto should not be 
frightened by the mere word 
‘adVertising’.” 


OUTSTANDING 


Claiming that the most signifi- 
cant development in the field of 
advertising during the year con- 
cerns commercial television, the 
report states: 

“Twenty-seven large commer- 
cial organisations, including 
national newspapers, have filed 
apnlications with the Postmaster- 
General for the necessary licences. 
News has already been given of 
the Associated Broadcast Devel- 
opment Company. which plans to 
build up to fifty television 
stations through the country as 
soon as the law allows. 
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LITHO, LETTERPRESS 
SILKSCREEN 


Phone: SHO 6281 


H-CLARRE & CO (toxoon) LTD 


ow Te * ECe HAVE YOU SINISTER DESIGNS? 


Do your goods take root? 


Confess — you would rather like to liquidate a 
few clients, wouldn’t you? Nag about costs, 
don’t they ? Well, give ’em Celotex ! That’s 
right use Celotex Industrial Hardboard (we'll 
tell you why in just one moment) in all your 
designs and everyone will be happy. Celotex 
can be used over and over again. You can have 
it bent, nailed, screwed, stuck, hack—-pardon, 
sawn, just like wood. Decoration is perfectly 
quick and straightforward. Use Celotex for 
partitions, walls, counters, doors, display panels, 
cut-outs everything !| Available in economic 
easy-to-handle sizes 4’ 0” wide and up to 5° 0” 
in length. And just look at the price— 


28s. Od. per 100 square feet 


Transplant them from the shelves to the shop- 7 E rf O ER EX 


ping basket with EFFECTIVE showcards, cut-outs 
and packaging created and produced by specialists. 


Designs by 


ABBEY DISPLAY | INDUSTRIAL HARDBOARD 


_ COMPANY LIMITED . 
Specialists in Point of Sale Advertving iT 


: Write or phone the Industrial Sales 
PEMBROKE CARTON P : 
& PRINTING CO. LTD. Department for further details and samples 


Seo as at MADE IN ENGLAND BY CELOTEX LIMITED 
STAND No.!- CENTRE ROW: FIRST FLOOR 


NATIONAL PACKAGING EXHIBITION 
NATIONAL HALL - OLYMPIA - JANUARY 20th to 30th | 


NORTH CIRCULAR ROAD, STONEBRIDGE PARK, N.W.10 TELEPHONE: ELGAR §717 
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HE COMMANDED 
LAST MIDGET 
SUBMARINE 


WHEN the film rights of a book 
are sold even before the book is 
published the author is entitled to a 
lithe self-congratulation. In this 
happy position is James Benson, 
co-author with C. E. T. Warren of 
Above Us The Waves, to be pub- 
lished by Harrap and filmed by 
Sydney Box and William MacQuitty. 
It is the story of the midget sub- 
marines and human torpedoes, and 


SPACE BUYING 
IS NEVER 


BUT ALWAYS 
A MATTER OF 


CONSIDER THE UNIVERSE 


THE FACTS ARE 


both the authors know what they 
are talking about. 

r. Benson, who came. to 
Kemsley’s promotion department in 
1948 with a Cambridge degree in 
economics, interrupted his studies 
to join the Navy. There, for most 
of his time, he was second-in- 
command of a midget submarine, 
those four-men craft of whose crew 
two, and sometimes three, were 
officers. Aged only 20, he com- 
manded the last midget submarine 
in commission off British shores at 
the conclusion of European hostili- 
tics. Then he went mine-sweeping 
off Malaya 

A qualified diver, he still man- 


ages to have waves above him 
occasionally. He has done work for 
the Cambridge University research 
team on underwater beach forma- 
tions off the coast of Dorset. 

His co-author, Mr. Warren, who 
is NOW assistant general manager and 
sales manager of Siecbe, Gorman, 
the diving-equipment people, was 
one of the first two men to ride a 
human torpedo. 

Mr. Benson tells me that the film, 
which will start as soon as Admiralty 
arrangements allow, will deal with 
its subject very faithfully, and with 
particular emphasis on the Tirpitz 
episode. 


BACK FROM THE CIVIL SERVICE 


Back to commerce after five years 
as a civil servant comes Frank 
Hoppé, director of the campaigns 
division of the Central Office of 
Information, who ts joining the board 
of McCann-Erickson Advertising 
Lid. He was, of course, associated 
with London Press Exchange Ltd. 
for many years before joining the 
C.o.1. in 1947 

He was a public schools foils 
champion and while still a school- 
boy-—at Westminster—gained _ his 
first full international cap as a fencer 
for England. 

During the war took part in the 
last action in which horses were 
used—in Syria. He was com- 


The Universe is influential 


It is a necessity to Catholic readers 


It gets into the home and is read by the 
whole family 


The Universe readers answer advertise- 


ments 


THE FIGURES speak for themselves 


over 235,000 copies weekly are sold 


No national 
appropriation 
is complete 
without 


Buy in the right market and get QUALITY 


YUANTITY 


The Universe 


- RESULTS at 40/- per s.c. inch 


FIELD HOUSE - 


BREAMS BUILDINGS - 


LONDON - EC4 


missioned in the Yorkshire Hussars 
and one of his most tricky jobs was 
to take 780 horses from Yorkshire 
to Haifa. 

In 1942 he was seconded as a 
public relations attaché to the 
Briush Embassy in Bagdad and 
Iechran. In 1941 he was made 
assistant director of the Near East 
Arab Broadcasting Station at Jaffa, 
his main duties being policy, pro- 
gramme production, administration 
and the station's public relations. 
He ended his Middle East service 
by helping as a member of the 
G.H.Q. Forces Broadcasting Service 
to reorganise broadcasting in the 
Middle East command. 


” * * 


BE WILL not go so far as to say 
that the exhibition of paintings at 
Artists House, Manette Street, when 
London Art Service entertained its 
clients last week, created a baronial- 
hall effect. But it helped to provide 
a pleasant setting for a_ party 
enjoyed by more than a_ hundred 
advertising agency executives, pub- 
lishers and artists. 

S. N. Davies, managing director, 
has come far since he started as a 
14-year-old apprentice with Mather 
& Crowther before the first world 
war. With valuable agency and 
store experience on the art side, he 
founded his present business 25 
years ago in Ludgate Hill. The 
building was blitzed. But “what 
does not kill me makes me strong,” 
and London Art Service is now a 
flourishing organisation with some 
fifty artists on the staff. 

In addition to supplying advertis- 
ing agents with commercial art, 
Artists House is already a noted 
fine-art centre. 

* * * 


Now that A. A. McLoughlin is 
breathing the rarified atmosphere 
of the Institute of Public Relations 
vice-presidency, the position of press 
officer, in which he was such a con- 
spicuous success, has been taken 
over by  E. Hereward-Phillips, 
another man of jovial appearance 
and gencrous proportions. 

I confess to a prejudice in favour 
of P.R.O.s who have had a good 
sound press background. “Ted” 
Hereward-Phillips is all right here. 
Birmingham born and bred, he has 
worked on the Warwick Advertiser, 
Yorkshire Post, the Press Associa- 
tion, and the Evening Standard. He 
did public relations for S. H. Benson 
Ltd. and managed Current Affairs 
Ltd., before forming his own com- 
pany which joined forces with 
Editorial Services last year. 
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Guess what 
this is 


BREGARDLESS of expense I 
present this magnificent picture of 
a bacteria 

proof gate— 

for protection 

against foot 

and mouth 

disease among 

l e psidoptera. 

It was one of 

25 diminutive 

models (none 

over 3. in. 

high) at a 

lunch-hour 

exhibition 

held recently 

at the Alfred 

Pemberton agency. 

Constructed of Plasticene, 
nibs and Perspex by two. of 
Pemberton’s studio artists, Pat 
Bigger and John Ferguson, it was 
so ingeniously done that chairman 
Alfred Pemberton agreed to open 
the exhibition, and made a token 
presentation of a wooden spoon for 
the best exhibit, before a crowd of 
friends, relatives and associates. 

The occasion was featured in the 
Gulliver's column of Lilliput. 

Other — exhibits include Dr. 
Bronchill’s Sneezemagraph (used for 
determining the supersonic velocity 
of nerve agitated blasts from the 
respiratory organs) and the Great 
Dorsal-Finned Fandango. 


pen 


Reading a 
Guinness poster? 


Patrick Ides, press officer, Old Vic 

Theatre, stood on his head and 

recited a prologue, written by him- 

self, at the Twelfth Night Revels at 
the theatre. 


Contact 


WEEKS WISECRACK 


“~ 


“And when the client saw 
your layout he _ went 
right through the sound 
barrier”. 
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BRADFORDBANK TURNOVER 
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fourth in provinces?! 


The value of cheques and bills which passed through 
the Bradford banks during 1952 was £176,000,000 


fourth largest in the provinces (Bankers’ Clearing 


House figures). What more convincing evidence could 


there be of Bradford’s extraordinary prosperity ? 


Dorkshire 


Celegrap 


“fembers of the A.B.C.) 


This giant market offers exceptional selling oppor- 
tunities for your products. The best media for your 
advertising ? The Yorkshire Observer and the 
Telegraph & Argus — both Bradford Journals, yield- 


ing rich rewards for a very reasonable outlay. 


Observer 


MORNING 


& Argus 


EVENING 


Head Office: —HALL INGS, BRADFORD 


c ® 
Ww py 


Leeds Office 
TI, ALBION PLACE, LEEDS I. TEL LEEDS 24998 


iJ! MEL MOTT 


ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


Manchester Office 
MIDLAND BANK HOUSE, 26, CROSS STREFT, MANCHESTER 2. TEL BLACKFRIARS 9930 
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We tHear— 


THAT Richard  lLonsdale-Hands 
ind Associates have been appointed 
industrial designers to Biro Swan 
Lid 

¥ % % 


PHHAT the Daily Mirror has offered 

£1,000 to the London Zoo towards 

the cost of securing a live coclacanth 
the pre-historic fish. 


Os 


THAT Pytram Ltd. produced this 
new inn sign for the Swan Hotel, 
Harrogate, in conjunction with the 
Oldham Sian Service Ltd. The three 
dimensional model of the swan is 
S ft. 6 in. in height and produced in 
Pytram laminated paper prepared 
for outdoor use. 


THAT R. E. Norman is handling the 
press and public relations for the 
Second Electrical Engineers Exhibi- 
tion which is being held at Earls 
Court from March 25-28 inclusiv. 

¥ * * 
THAT nearly 21,000 publicity items 
relating to the district, including 
official holiday guides, have been 
issued since Abergele (North Wales) 
Publicity Association was revived 
following the war. 

* * * 
THAT to assist local organisations 
in planning their future programmes, 
the Blackburn Times has started a 
Blackburn and district diary of 
forthcoming events. 

# ” 

THAT Beckenham Council have 
refused permission for the erection 
of a five-panel advertisement site 
and garden on the bombed site of 
the Railway Hotel in Beckenham 
High Street 

» + * 
THAT Shetland Woollen Producers’ 
Association is to protest to the 
Board of Trade against an appli- 
cation by a firm of Brazilian fabric 
manufacturers to incorporate the 
word “Shetland” in their trade- 
mark. 

# . * 
THAT this week the West Lothian 
Courier is being printed on a new 
Cossar “A” type printing press, for 
which the firm's premises in Bath- 
gate were extended. 


FWA PUBLIC RELATIONS 


Your news told well 


Just fill in the attached coupon and you can 


see the case history of an amazing 13-week | 


FWA PUBLIC RELATIONS campaign that 


brought the offer of two Hollywood con- 


tracts, one British film contract, a four years 


“Star Billing’? Variety contract, a top money, 


recording contract, and West-End stardom to 


a comparatively unknown British singer. . . 


233 Strand, W.C.2. 


RELATIONS case history. 
Name 

Position 

Name of Firm 

Address 


To: A. Fraser White & Associates 
Tel: CENtral 822! (3 lines) 


| would like to see the 13-week FWA PUBLIC 


PLEASE DO 
NOT FILE 
THIS 
ADVERTISEMENT 
—SEND FOR 
DETAILS 


INSTEAD! 


THAT Spicers Ltd. have produced 
a little brochure describing 49 ser- 
vices which they offer to printers. 

a * * 
THAT two pencil drawings sub- 
mitted by Leslie Shaw of the S. T. 
Garland Advertising Service Ltd 
art department, have been accepted 
for the exhibition of the Pastel 
Society. 

ae * . 
IHAT W. J. Roberts, founder- 
editor of Product Finishing and 
editor of Mass Production, is join- 
ing the Arrow Press Ltd., Watford, 
and will become editor of Industrial 
Finishing. 

e + 

THAT at regular intervals during 
the next two years Life will carry a 
series of word and picture essays on 
“The world we live in.” First of 
the series, describing the birth of 
this planet, covered 17 pages. 

¥ * k 
THAT W. S. Crawford Lid. darts 
tcam captained by Fred Folkerd, 
beat Colman, Prentis & Varley 
3), 

¥ »” a 
THAT the dramatic club at G. 
Street & Co., Ltd., are presenting 
“Captain Carvallo,” a comedy, at 
the Rudolf Steiner Hall. on Tuesday 
and Wednesday, January 27 and 28. 
+ *” ¥ 
Norman C. Peters, sales 
manager of Barnard & Westwood 
Ltd., printers, and sales publicity 
manager of the associated publish- 
ing company of Alvin Redman 
Lid., has taken over the editorship 
of the British Sales Promotion 
Association Bulletin. 

* * * 
THAT Terence J. Sheehy, of Fogra 
Failte (the Irish tourist organisation 
handling overseas publicity), flew to 
America last week to join Kevin 
Durnin in the New York office to 
work on tourist publicity in the U.S 

* * * 
THAT the Guildhall Publishing Co.., 
which issues the Jobbing Printer and 
Paper Making & Paper Selling, gavi 
over 220 books to a recent children’s 
party organised by the — postal 
officials at Epsom. 

* % ¥ 
THAT the children’s television pro- 
zramme, relayed from the School- 
oy’s Own Exhibition at Horticul- 
tural Halls, Westminster, last week, 
visited the Newmark watch stand. 
Viewers saw a Newmark watch 
being checked on a Meridian watch- 
timing machine. 

* 


THAT 


* . 
THAT Kenneth Brown. president, 
Newspaper Society, wil! address 
the Institute of Journalists at Man- 
chester next Wednesday on “How 
the larger supplies of newsprint are 
being used.” 
* * & 
THAT Strand United beat 
House 9--2 in a London 
tising Football 
Saturday. 


Dorset 
Adver- 
League match on 


A silver salver 
for the chairman 


Directors of J. Weiner Ltd., litho- 
graphic printers and advertising con- 
tractors, New Oxford Street, 
London, which firm recently cele- 
brated its 60th anniversary, enter- 
tained executives and their wives to 
a dinner at the Café Royal. The 
chairman, R. C. Bromhead, was 
presented with a silver salver, George 
Wl period. The directors, photo- 
graphed above, are (left to right) 
G. Wincote, Fred Ferris, Reginald 
C. Bromhead, Victor  Farrant, 
M.B.E., Lady Braithwaite, Denis 
Wyner, and Leslie Whitby. 


ADVERTISING 
DIARY 


Friday, January 16 
Pusticity CLup oF 
annual ball 
Pusticity Ciun oF 
Major Peter Roberts, MP... on 
“The Coronation Year, Shefficld 
and the Future.”” Kenwood Hotel, 


NOTTINGHAM 


SHEFFIELD 


ADVERTISING ASSOCIATION Club 
Development Committee Birming 


ham 
Monday, January 19. 

Pusticitry Ciusn OF SHEFFIELD 
Film Show Grand Hotel, 
7.30 p.m. 

Tuesday, January 20. 

ADVERTISING CREATIVE CIRCLE 
A. ©. Buckingham on “ E tcl 
vision commercial."" King Charles 
Suite, 4 Whitehall Court 

REGENT ADVERTISING 
Phillip Boydell on 
design.”” Monotype 
(educational lecture) 

INSTITUTE OF PUBLIC RELATIONS 
“Public relations and road safety.” 
RoSPA House, Knightsbridec., 


6 pm 
Wednesday, January 21. 
ADVERTISING CLUB OF 
Geoffrey D. Dane on “Day-Glo 
colours—their scope and = applica- 
tion.” Black Hal! St. Giles 
6.30 p.m 
PUBLICITY 


CLus 
“Advertisement 
Corporation 


OXPORD 


Ciun soOF Leeps 
Under 30 club social Pecl’s Res 
tauranmt, 6.30 pm 

Friday, January 23. 

PRESS ADVERTISEMENT MANAGERS 
ASSOCIATION gala Connaught 
Rooms 


COOTER HEHEHE HEHEHE HEE E HEE EEe 


1,000 FIRMS EXHIBIT 


ae PERRO OREO EEE Ee HEHEHE EEE E EEE E EEE E HEHE EEE ESTE SEEEEEEEEEE EEE HEE EEEEEEE ESE EOE HEED 
PTUTTTETETI LT) 


Toy fair draws 
big orders 


Nearly a thousand firms are 
represented by the 350 exhibitors at 
the Harrogate Toy and Fancy Goods 
Fair which closes to-morrow 
(Friday). At least £24 millions 
worth of orders are expected. 

H. Richard Simmons, chairman 
of the publicity committee, said at 
a press conference that the centre of 
the world’s toy trade used to hi 
Leipzig: now, the achievements at 
Harrogate in the last four years 
seemed to have brought it to 
England 
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JANUARY 


For Immediate Results 
and Future Goodwill 


His first pay packet! Already he has 
a long list of ‘wants’: a new bike, 
a better camera, a wrist watch 
soon he will have them all. Like ‘all 
readers of Boy’s Own Paper, he is 
forming buying habits which will last 
a lifetime; and the wise advertiser 
-the advertiser who uses B.O.P.— 
plans with this in mind. 


bins 


Advertisement Manager: George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED 
4 Bouverie Street, London, E.C.4. Telephone: Central 1732-3 
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‘Free mceismeed appeal is to 


‘Motor racinguceds plenty of gats.~ 
hut so do other jobs,” 


Stirling Moss 


aly Avy y wy the 
ener haere rt 


0 
he war's de 
futnwltisa othe mes jaanis wae 


This advertisement will soon be 
appearing in the new “Free 
Enterprise’ campaign. 


GRAPE PUBLICITY 


There will be a £50,000 cam- 
paign this year for South African 
grapes. The schedule is still bein 
completed. Agents are Mather 
Crowther Ltd. 


agents are F. 


youth now 


A new Free 


Enterprise cam- 
paign is being directed to youth. 
The new series, which will run 
throughout the year, comprises 
twelve advertisements featuring 
such personalities as Len Hutton, 


Geoffrey Duke, Stirling Moss, 
Neville Duke and leading figures 
in the world of adventure, sport, 
stage and screen. 

The first advertisements, featuring 
Geoffrey Duke, are appearing in 
Reveille and Tit Bits. The campaign 
is based on the theme that Free 
Enterprise gives everyone a chance 
and a choice. 

The advertisements will appear in 
addition to the campaign for adults 
which has been concentrating on 
the “Britain was first’ theme. 

Space has been booked in 16 
weckly and monthly periodicals 
appealing to young men and women 
between the ages of 16 and 24, 
Among them are Eagle, Cycling, 
World Sports, Photoplay, Picture- 
goer, Picture Show, Good Taste, 
Heiress, Vanity Fair, R.A.F. Review 
and the Soldier. 

Michael Romain is publicity con- 
sultant for the campaign and the 
C. Pritchard, Wood 
& Partners Ltd. and C. R. Casson 
Ltd. The campaign is sponsored by 
the Institute of Directors. 


Drawing by 
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e AT A GLANCE e 
ACCOUNTS MOVING: 


E. V. Dean (Leicester) Ltd., ladies’, gents’ and children’s 
hosiery manufacturers, to John Halifax Ltd. (Leicester). 

Buccleuch Radio Manufacturers Ltd. (trade press) and Chas. 
Rattray & Co., Ltd. (trade press) to Spicer, Curtis & Hatfield 
Lid. (Glasgow). 


NEW ACCOUNTS: 


John Paterson & Co., Ltd., makers of Clensel and Verdol 
(provincial and trade press), Nylo, nylon stocking protective 
rinse (national provincial and trade press), Buchanan Arms 
Hotel (provincial press), D. M. Cuthell & Co., Ltd., water heat- 
ing engineers (trade journals), and Caledonian Tractor & 
Equipment Co., Ltd. (trade press) for Sommerville & Milne 
Ltd. (Glasgow); John Cashmore Ltd. (trade and technical press 
and local provincial papers) for Sandbrook, Metcalf & Co., 
Ltd. (Birmingham). 

Miller Organ Co,, Ltd. (church press) and Sussex Motors 
(trade press) for Gordon Advertising Ltd. (London office). 


NEW CAMPAIGNS: 


Regent corsetry (T. B. Browne Ltd), nine month 
campaign in London suburban newspapers; New World 
domestic cooking appliances (Alfred Pemberton Ltd), 
national, provincial, evening, local newspapers and women’s 
press; Weaver to Wearer, tailors (Nevin D. Hirst (Ad- 
vertising) Ltd.), large spaces in Evening News and 
London suburban journals; Stacatruc  fork-lift trucks, 


platform trucks (Samson Clark & Co., Ltd.), trade and tech- 
nical publications and national newspapers and_ periodicals; 
Witchcraft lace (Gee Advertising Ltd. (Leicester) ), spring ad- 
vertising in women’s publications; Energen Foods (General 
Advertising Co. of London Ltd.), roof cards on London Under- 
ground and L.T. bus sides; Vantona nursery products (Osborne- 
Peacock Co., Ltd.), nursery and parenthood papers; Andrex 
handkerchief tissues and Handy Andies (Gordon & Gotch 
(Advertising) Ltd.) in Woman and Home, Wife and Home, 
My Home, Woman's Journal and trade press; Meredith & Drew 
cream crackers (C. Vernon & Sons Ltd.), national periodicals, 
Sunday newspapers and large spaces in national dailies; Jaffa 
oranges (C. J. Lytle (Advertising) Ltd.), large space advertise- 
ments, many in colour, in national and women's magazines, 
London bus and Underground advertising and films; Man about 
Town, new publication being launched by Tailor and Cutter, 
national daily and provincial newspapers and trade press. 
Pye Polly, automatic tea and coffee maker (Arks Publicity 
Ltd.) half-pages in women's magazines; Cutipen, new handbag 
size container of cuticle remover for Scottish market (Sommer- 
ville & Milne Ltd. (Glasgow) ), extensive campaign being 
lauuwched in March; Frerch Government Tourist Office (Havas 
Ltd.), national and provincia] newspapers and magazines. 
Kleenstik, new workshop and office adhesive (direct), 
stationery and photographic trade press. 


represented by 


ARTIST PARTNERS LTD. 
9 Lower John St., London, W.1 Gerrard 1157 (3 Lines) 


New Pye line 


Pye Ltd., for the first time since 
the war, are entering the electric 
appliance market with an automatic 
tea and coffee maker called the Pye 
Polly. 

It will be backed by an intensive 
selling drive. A large scale adver- 
tising campaign will include half- 
page advertisements in Woman, 
Woman's Own, Woman and Home, 
Woman's Journal, Everywoman, 
Good Housekeeping and Every- 
body's. There will also be a range 
of sales aids, including leaflets, 
letter stickers, window streamers and 
a small display unit. 

Pye are expected to introduce 
other electric appliances in the near 


future. Agents: Arks Publicity Ltd. 


Have a blow 

A new paper tissue handkerchief 
is being marketed by St. Andrew 
Mills Ltd.—Handy Andies—which 
will be advertised as being useful for 
really bad colds. 

They are made from three thick- 
nesses of super soft tissues and have 
imitation hem stitching round the 
edges. 

Trade press advertising with a full 
page in Pharmaceutical Journal and 


a double page spread in Chemist and 
Druggist has started. Initially Handy 
Andies will be featured in Andrex 
handkerchief tissue advertising in 
women's magazines. 

A heavy advertising scheme is 
also being launched for Andrex 
toilet tissue using an extensive list 
of national daily and Sunday news- 
papers, general interest and women’s 
magazines. 

The agents are Gordon & Gotch 
Advertising Ltd. 


. 
Roses to retailers 
“Happiness” roses have been sent 
to 400 selected retailers and whole- 
salers on behalf of Bennett Bros., of 


Hinckley, makers of ‘“Tudorose” 
stockings. 
Agents, G. Street & Co., Ltd., 


plan to send another rose of a dif- 
ferent variety in February together 
with a brochure illustrating all dis- 
play material. 

Then, in March, a third rose will 
be sent, and an invitation to attend 
a special fashion showing at the 
May Fair Hotel, on March 4. A link 
up with the new Walt Disney film, 
the story of young Mary Tudor, is 
planned. The whole promotion is 
supported by advertising in women’s 
journals and the trade press. 
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THE 
SCOTSMAN WANTED 


FREADERS of THE aie 
SCOTSMAN form CLIFFORD BLOXHAM 


AND PARTNERS LTD. 


Scotland’s most receptive 


markets for quality | 


I. WOMAN COPYWRITER 


products and services. 
| 
| 
SCOTLAND’S NATIONAL NEWSPAPER | 


2. STUDIO MANAGER 


North Bridge 63, Fleet Street 
EDINBURGH LONDON, E.C.4 


STALL ULM Bloxham’s accounts include Brookes 


. 1 e 
Coronation Naval Review | mineral waters, Slumberland, Tokalon 
al Spithead | beauty preparations, Williams and 


Biscuits, Catesbys, Elastoplast, Eversharp, 
Gaydec brushes, Intalok hospital mat- 
tresses and luxury seat springing, Lilia 
and Lilain, Needle Industries, Robt. 
Bradford (Pensions) Ltd., Schweppes 


Williams windows, and certain other 
On June 15th, fourteen days after The Coronation, 
the Queen will visit Spithead for the first Fleet 
Review of her reign. To commemora ¢ this great | be named. 
Naval occasion, Gale and Polden Ltd. have been 
authorized to produce the official Souvenir Programme, 


accounts which for the moment may not 


One of the few major official Corona’ion publica- 
tions, it will have a minimum run of 80,000 and 
distribution will cover the personnel of the Royal . . sas 
Sans talk Petein Chee teieiiiie: dis Badin, to Clifford Bloxham and Partners Limited 
addition to the many thousands of visitors. ae — , ‘ 
Marketing + Advertising + Public Relations 


Reservations for advertisement space are now being 
accep'ed and we will gladly supply de ails of rates 
and any further information you require. 


| 
Our new address is Lion House, 
bale 4 Polden ld | Red Lion Street, Holborn, W.C.1. 


IDEAL HOUSE, ARGYLL ST., LONDON W.1 
GERrard 4171 Ext. 14 
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the 

David Preston 
Design Group 
Ltd. 

takes pleasure 

in announcing 
that 

E. Maclean, ms.1a., 
the fashion and 
figure artist, and 
R. A. Brandt, F.5.1A., 
the illustrator 
and designer, 

are now members 
of the Group. 
Their work 
together with 
that of thirteen 
other artists and 
designers is now 
available at 

28 Berkeley Square 


W.1. MAYfair 5617 
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Publications News and Notes 


Golden Jubilee of ‘The Motor’ 


On January 28 The Motor, pub- 


lished by Temple Press Ltd., cele- 
brates SO years of publication with a 
Golden Jubilee Number. 


Increased in size (but not in price) 
and with a special cover, it will con- 
tain a 48-page Jubilee supplement, 
printed in gravure, in addition to all 
the journal's regular features. 


The story of SO years’ develop- 
ment in this specialised ficld of 
journalism will be illustrated by 
many photographs of historical 


interest, including some never before 
published, and by notable cartoons 
from earlier issues. Among the con- 
tributors will be Sir Miles Thomas, 
chairman of British Overseas Air- 
ways Corporation and a one-time 


SILK SCREEN 


ARTS LIMITED 
Offices + Studios + Works 
97 SHIRLEY ROAD, CROYDON 


Telephone » ADDiscombe 3147/8 ; 7246 


D.P. & S.P.A. 
Competitions & Awards 


We are privileged and proud to 
announce our successes this year. 


1st 2nd 3rd 


Internationai Screen Printer 
and Display Producers’ Award. 


2nd The “Dane Trophy”. 
3rd The “‘Ridout Cup”: 


Experience and Craftsmen 
are at your service. 


You see it all at a glance 
in the air view. 


Aero Pictorial Ltd 


137 Regent Street 
London, W.1 


Specialists in Aerial 
Photography 


Cover all parts of the 
country 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLborn 2521 


| 


Se 


member of The Motor's editorial 


| Staff, 


Ihe issue will also contain a re- 
production in full colour of a 
specially commissioned painting by 
Frank Wootton of four famous cars 
of the half-century. 

* * * 

A 20-page illustrated survey of 
the packaging industry will be in- 
cluded in to-day’s (Thursday) issue 
of The Times Weekly Review in 
preparation for the National Pack- 
aging Exhibition which opens “ 
Olympia on January 20. 
Minister of Food, Major Lieeé- 
George, contributes a message. 

+ + * 

Radio Review, Dublin, has issued 
a handsome metal permanent calen- 
dar. On the reverse side is engraved 
the slogan ‘“‘Radio Review. The All- 
Day—Every Day Audience for Ad- 
veruisers."" The calendar has been 
sent to friends in the advertising 
business. 


113 colour pages 


Over 370 advertisers were repre- 
sented in the 304-page Harrogate 
Toy Fair issue of Games and Toys. 

The issue is the biggest in 39 
years. Ihere are 254 pages of 
advertisements of which 113 are in 
colour. 


* * * 

Sales of the Morecambe Visitor 
are still going up. Average net sales 
for the six months to December 31 
were 21,777 per week, and for the 
previous six months 21,476, repre- 
senting a weekly average for 1952 
of 21,626, compared with 21,416 in 
1951, and 21,150 in 1950. 

” ¥ * 

The investigation into the reader- 

ship of True Story Magazine and 


True Romances, summarised in 
ADVERTISER'S WEEKLY, January 8, 
was planned and conducted by 
Argus Press. British Market Re- 


search Bureau analysed and tabu- 


lated the answers to the 5,367 
quesuionnaires, 

” * * 
Last weck'’s issue of Drapers’ 


Record included 
Week supplement. 
* * 2 
The Daily Sketch is asking its 
readers to supply a new slogan for 
the paper—something “snappy and 
easy to remember.”” There is a first 
prize of £50 with £2 each for 25 
runners-up. 

” 


a 20-page Sewing 


* * 
Heralded by a display campaign 
in some 20 Middlesex newspapers, 
Middlesex Monthly will appear on 
March 6, price 9d. 
* * * 
Format of the Institution of Pro- 
duction Engineers Journal has been 
changed. The type area has been 
doubled in size and the number of 
pages has also been increased. The 
advertisement rate has been raised 
from £18 to £32 per full page. 
* * * 
Average net sale of the Daily 
Express in December was 4,014,474 
copies a day. 
~ ~ 
Television Magazine, 32-page 
monthly published at 6d., claims to 
have jumped from a circulation of 
30,000 to 100,000 in three months. 


January 15, 1953 


CLASSIFIED ADVERTISEMENTS 


(Continued from page iii cover) 


BUSINESS OPPORTUNITIES 


MAPS EXECUTED and Indexes 
arranged for al! occasions. 
Box 3514 Ad. Weekly 180 Fleet St EC4 

FINANCIAL HELP required by smal! 
recognised Londan Agency with some 
good stable accounts and favourable 
prospects Excellent West End pre- 
mises Full details in confidence. 
Box 3632 Ad. Weekly 180 Fleet St EC4 


ACCOMMODATION 


ARTIST WANTED to 
accommodation, Charing Cross 
light and heat inc 30/- weekly 
Box 3563 Ad. Weekly 180 Fleet St BC4 

FLEET STREET OFFICE and Studio 


share plcasant 
Phone, 


desk available All Services 30 '- 
weekly. CEN. 2742 

HOUSE SITE (one-third acre) for sale 
adjacent rentable studio (26 ft, long x 
19 ft. wide x 14 ft. high, very light, 
heating), corner wooded park, small 
village main services, lovely view 
Hourly buses Grantham (2 hrs. King’s 
Cross) 


Box 3561 Ad. Weekly 180 Fleet St EC4 


4,000 sq. ft. 


FLOOR SPACE 
GOUGH SQUARE, FLEET STREET 
To be Let on Lease 


Comprising | ,360 sq. ft. on each Ist, 
2nd and 3rd (top) floors, in modern 
building. 3rd floor top lighted. All 
space open and unimpeded. Newly 
decorated throughout. Eminently 
suitable for Advertising Agency, Art 


Studios, Newspaper Offices, etc. 
Immediate possession on com- 
pletion. Apply 


Box 3639 
Advertiser's Weekly 180 Fleet 81 EC4 


SALES AND WANTS 


ADDRESSOGRAPH FRAMES for sales 
35s.—1,000; Cabinets 70s. cact SS 
49 Tattenham Grove, Epsom 

INTERNATIONAL TIME RECORDER, 
dial type, 100 names, perfect condition, 
also Ormig = Spirit Duplicator, 
operated in good working order. 


invited, Hogg & Mitchell Ltd, 6/8 
Church Street, Manchester, 4. Tel 
Dea, 4657 


PRINTERS 


ADVANTAGEOUS TERMS for printing 
monthly news sheets or small weekly 
paper. Broadsheet or folio. Newar 
Advertiser, Newark. 


LITHO oR LETTERPRESS 
FOLDERS, BOOKLETS 
SHOWCARDS, LABELS 

Good Work — Keen Prices 
Ask for Type Book 
TOWNSENDS of EXETER 
London Works: ORCHARD PRESS 
EASTCOTE. Pinner 7927 


OLD ESTABLISHED PRINTERS, pro- 


Garden Row, N.1. Clerkenwell ese 


SPECIAL ANNOUNCEMENTS 


DEBTS collected throughout Britain. No 


result—no commission:—Brilegal (Es- 
tablished 1919), 80 Leeds Road 
Bradford. 

See December 25 issue of 


Advertiser's Weekly, pages 652- 
653 and 654 for the Advertising 
Services & Supplies Section. 


January 22 will be the next 


issue containing these Services. 
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CLASSIFIED ADVERTISEMENTS 


RETARY | SHORTHAND TYPIST 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per ory panel inch. oat over 40, required for Managing 
APPOINTMENTS WANTED, 3s. per line, ase per display panel inch. All other — Director of publishing concern, Conf 

COPY ETAIL classifications, 4s. per lime, 45s. per display — inch. Minimum! 3 lines. Box No. dential duties Imteesting position 
D charge, one line plus 9d. covering postage, Series rates on application: all | Some knowledge of advertising publi 
advertisements under seven insertions MUST BE “PREPAID. Address “Advertiser's | ily an asset. Five-day week Salary 


ASSISTANT Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). | Secenging so, qyalitcotions. _ Apot 


180 Fleet MPC 4 
~ APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answering these advertisements must 


fully experienced, EAST AFRICAN 


be de th h a Local Office of the Minis of Labour Scheduled Emplo t 
wanted by medium-sized, ‘Agency if the applicant tsa man aged 18-64 inclusive or « woman aged 18-59 inclusive || ADVERTISING AGENCY 
w EndA unless be or she, or the employment, is excepted any the provisions of the 
est End Agency. Notification of V Order 1952." 


requires an 


Send full details to 
_ W. M. de MAJO seeepeteel 


ee has vacancies for experienced EXECUTIVE 
Advertiser's Weekly 180 Fleet St EC4 
|. ASSISTANT DESIGNER for DISPLAY and Exhibition a oy a a — 
EXPERIENCED APTIST requacd lor Design. Must be capable of executing complete working man with sound agency experienc: 
supervision by firm in N.W. London drawings and presentation visuals. Appreciation of con- i. aes ce ee a bay — 
Specialising in art work on commercial ~— ee We OS Cees SS Ne 
photography (retouching, colour work, temporary design essential. the Company's Pension and Medical 
etc). Must be good ietterer and i i i und, and will be granted overseas 
cic). | Must be good letierer and 2. COMMERCIAL ARTIST for finished drawings, mainly leave with Gall gay fa the Gite vene 
artist for similar work. Write stating display and packaging. Must be really neat lettering artist, ot service. A thrce-roomed all elec 
experience and salary required to i flat avaiable at a nominal rental 
teas aa ule, tok Pom a BOS capable of executing first class block drawings. Commences eatery ts acena@ian Gn 
PUBLICITY ASSISTANT. with sound Both vacancies offer permanent, interesting jobs for keen, ee ee ee Seen, 
ability in copy and layout, required by industrious men an re will be provided. Interview 
a prominent engineering company in ¢ om arranged with our London 
Colchester. A good general knowledge Send specimens—stating briefly experience and salary re- Ai Ged, ke ae eS 
of advertising necessary and technica rowall giving dctais of age. experi- 
experience would ~~ an edvantaas He quired—to Miss H. Jobbins, 33 Jubilee Place, S.W.3. nee. marital status and specimens of 
will be required to assist in writing, work to 
Jaying-out and producing enginecring 
publications, advertisements, and edi REQUIRED for busy London Studjo EXCELLENT OPPORTUNITY for right Manager, P.O, Box 2266, 
torial matter, Must be able to write artists fully experienced in technical young man or woman in Direct Mai NAIROBI, Kenya Cotony 
terse. bright, factual English and to lay perspective line drawings; also gencra! Mail Order and Publicity Department 
it Out with clarity and punch. An in artist interested in engineering sub- London book publishers. Must have 
teresting, progressive job in a growing jects (retouching and line). Only moo previous experience and ability co- WANTED, in Westminster, assistant 
Publicity Department. Pension scheme having current practical knowledge of ordinate, plan and deal with routin commercial artist to work to instruc 
Write, giving details of education, ex- the work need apply Ability more efficiently. Copywriting advantage but tions and do good well-spaced lettering 
perience. age, salary required to important 5 age. State salary re- not essential in the style of various types and to 
Box 3482 Ad. Weekly 180 Fleet St EC4 quired Ap Box 3627 Ad. Weckly 180 Fleet St BC4 make up layouts using photos, et 
Box 3628 r+} * Weekly 180 Fleet St EC4 ameene = ~— ; oa series draughtsmanship or figure 
“ Ss ante Y progressive firm of rawing is needed, but good clean and 
= ~~ a. Ag toys and juvenile book publishers well-balanced work and neat putting on 
. Phone BIShopsgate 9434 Mr. Till. young artist having compicted = his of colour where needed. ‘S-day week 
enior Dp ° national service. Practical man, comp« Apply in the first place stating age. 
po —— ge | rod pros and experience and salary required, being 
ype an advantage = prospect prepared to show specimens of work 
e LETTERING ARTIST for the right man Ap by appojntment - : 
Advertisement First-class man capable of working Box 3613 Ad. Weekly Poo” Fleet St E04 Box 17 Ad. Weekly 180 Fleet St BC4 


to type face and in creative styles, 
required by small progressive 


Representative eae 
sceasiatiiiaiensiii Advertiser's Weekly 180 Fleet St EC4 UNUSUAL OPPORTUNITY 


= ere, me KAGING AND 


sa di LLIED Ss RESEARCH 
newspaper and periodical anon is to appoint an Officer 


whose dutics will be to present the re- 


publishing firm. sults Gf the Association's work to its ’ ° 
members, aod potential members in 
ways (written, ora), or visual) most un- 
This is a position with derstand.ble and helpful to them. A 
Starting saiary Of not jess than i800 per 


annum will be paid. The post requires 
excellent Prospects fora the literary and technical competence to 


write or edit and sce through the press 
youngish man of energy and technica! publications and to write articles 
for the tecnnical press based on re 


: search results, with the public relations 
ability. The right man may flair for arranging exhibitions, jectur- 


ing, interviewing and genetaliy publi- 
be one with a successful cising the services of a Research Asso- 


ciation On occasions the work may t e ti 
ili P have to be done under pressure of time x cu ve 
space-selling record; or one Applications will only be considered on 
an application form obtainable from 
experienced in som her The Printing, Packaging and Allied 
P “oo ate Research = Patra important ti ' blish h 
, ouse, Randall oad, Leatherhead, nationa ublishin ous j 
branch of advertising. Surrey, - ; ae we P B » yer 
CAMERA (PROCESS) OPERATOR, ex: immediately a first class Executive Creative Copy- 
; ; Perienced, required to take charge ©} 
Starting salary will be accord- Department producing line and half- 
tone negatives for use in manufacture 


writer. He must have good all round experience 


ing to age and experience. of lithographic printing plates. Write , ; 
8 é P in first instance with particulars of ex- and be capable of seeing a job through in all its 
‘ perience to — : 
Write stating age and present Box 3502 Ad. Weekly 180 Fleet St BC4 stages. This is an unusual opportunity! for a young, 
icati ambiti 
: employment. Applications ; SALES PROMOTION jous man who is seeking a post with a 
irst-class opportunity for an agency 
will be treated as confidential. rier va polly enn Fo My Bd future. Only really top grade men can be con- 
tion requires a man fully experienced in : , 
ae saith of eale chvordainn and ees que- sidered. Apply, giving full particulars regarding 
x motion, with ability to produce rough 
Advertiser's Weekly 180 Fleet St EC4 ideas and designs. Experience in general age, experience, salary required to 
advertising ——— an advantage 
Apply x 3637 | 
YOUNG LAYOUT MAN required by Advertiser's Weekly 180 Fleet St EC4 
Ficet Street Agency. Will not be re- Box 3635 
outes ~~ 2 artwork but must neers. TOURIST ORGANISA- Advertiser’s Weekly, | 
¢ capable of producing first class prin- ON—Young man capable installing ., London 
ters layouts and sdaptations quickly Window Displays and producing sma!! ° eo 80 Fleet St ° ° E.C.4 
and efficiently Good knowledge of units Willing to assist storekeeper. 
typography Write ee age, ¢x- Good salary. Apply. giving full parti- 
erience and salary required to culars of previous occupation, etc., to 
ox 3531 Ad. Weekly 180 Fleet St BC4 Box 3614 Ad. Weekly 180 Fleet St BC4 


*Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


Abbott 
Laboratories 
Limited 
INTERNATIONAL 
MANUFACTURERS OF 
FINE PHARMACEUTICALS 


have a vacancy for a man 
about 30 years of age as 


ASSISTANT TO 
ADVERTISING 
MANAGER 


Thorough knowledge of ad- 
vertising of more importance 
than pharmaceutical experi- 
ence. This is a progressive 
position in a rapidly expand- 
ing department handling 
domestic and export adver- 
tising. Apply in writing, 
giving details of education 
and experience, to the 


Advertising Manager 
Abbott Laboratories Limited 
3 Wadsworth Road, Perivale, 

Greenford, Middlesex 


A 


F 


LEADING PROVINCIAL  Depart- 
mewal Store will shortly be consider- 
ing applications for the post of 
Advertising Manager. Great impor- 
tanee is placed on promotional activity 
and the successful applicant will have 
a wide respomibility and an absorbiag 
job, Young men or women who are 
at present holding a similar job but 
who are anxious to be given more scope 
are invited, to apply A form otf 
application will be sent to interested 
persons This advertisement is i.1- 
serted with the full knowledge of the 
resent holder of the job 

ox 3610 Ad. Weckly 180 Fleet St EC4 
ASHION ARTIST, compctent in wash 
line and colour work. Congenial stu tio 
Permanent position, S-day week. With 
specimens to W. Kingsicy J. Tisshaw. 
Knightsbridge Advertising Serv ce, 
Sloane Street, Knightsbridge, S.W.1. 
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CLASSIFIED ADVERTISEMENTS | 


Situations Vacant: 


“The engagement of persons answering these advertisements must 


be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant ls @ man aged 18- 64 inclusive or a woman aged 18-59 inclusive 
he the 


or she, or 


from the provisions of the 


Notification of Vacancies Order 1952.” 


YOUNG LADY, 


a good commercial man, aged 
aar = Studio experience essential. 
App'y Studio Seven, Lid., 47 Red Lion 
Street, W.C.1. 


» preferably with some 
wan'ed for magazine pro- 
Full detai's age, 


experience, 
duction department, 
experience, to 

Box 3621 Ad. Weekly 180 Fleet St EC4 


ANOTHER 


Production Man needed to join our 
expanding team. Must be capable of 


ry 


preparing press layouts, ordering 
blocks, and conversant with Agency 
routine. Apply, Stating age, experi- 
ence and salary required to New Era 
Advertising Service Ltd., 107 Fleet 
Street, E¢ 

SHOW CARD. CUTOUT = ARTISTS. 


Thorough y used to high class, full 
colour design work, able to get out own 
ideas from briefings and prepare well 
finished roughs for submission to clicnt 
Finished Art work not essential. Appii- 


cations wil only be entertained from 
men with not less than three years de- 
Sign experience with a Showcard pro- 
ducing Company Good progressive 
jobs in excellent working conditions 


(London) for keen experienced artsis 
Box 3615 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENTATIVE 


for estabiushed provincia! Weekly, etc 
Write age, education, experience, salary 
required, in confidence to Newman 
Books Ltd, 68 Welbeck Street, W.1. 
required by an EAST AFRICAN 


ADVERTISING AGENCY. Must be 


able to produce both visuals and 


finished art work in any media. The 
successful applicant will be eligible to 
join’ the company’s Pension and 
Medical Fund, and will be granted 
overseas leave with full pay in the 
fifth year of service, Commencing 
salary is according to experience and 
FREE PASSAGE to Nairobi will be 
provided. Interview will be arranged 


with our London office, but in first 
Mail 


expcricece, 


instance write by Air giving 


details of age, marital 


status and specimens of artwork, to: 


Manager, P.O. Box 2266 
NAIROBI, KENYA COLONY 


FIRST RATE 
LAYOUT/VISUALISER 


Required by Littlewoods Mail Order 
Stores Ltd., Liverpool 


If you would like to work with London trained men producing a very high 
standard of publicity mainly directed towards Retail selling, you are 
advised to consider joining this very progressive organisation which 
happily combines talent from the North and South. 

Pension scheme, five-day week, excellent catering and social facilities. 
be treated with the strictest confidence and 
appointments for interviews will be arranged in London or Liverpool. 


NOTE: We will always create a position for a good class general 
artist and such applications are welco b 


Applications will 


Apply to THE PERSONNEL MANAGER 
LITTLEWOODS MAIL ORDER STORES LTD . 


. 


CROSBY, LIVERPOOL, 23 


A CREATIVE ARTIST is wanted at the 


London Offices of a well-known Adver- 
tising Agency. Must be able to carry 
through work from executive's brief- 
ing to finished visual stage. This is an 
opportuity for the right _ tw form 
the nucieus of a new stu 

Box 3623 Ad, Weekly 180 Fleet Ss EC4 


GERMAN/ENGLISH shorthand-typist. 
No Saturdays. Permanency, Written 
application giving full details and salary 
required 
Box 3612 Ad. Weckly 180 Fleet St EC4 


FIRST CLASS 
FIGURE ARTISTS 
WANTED 


A Central London Studio 
requires experienced figure 


artists (Black / White and 
Colour). Hours 9.30-5.30. 
Five-day week. 
Box 3541 


Advertiser's Weekly 180 Fleet St EC4 


B.B.C, 


WADDICORS 


require a 


Senior Typographer 


with a good agency background, and a sound 

sense of design. Write in first instance, giving full 

details of experience, age and salary required, to 
ART DIRECTOR 


T. BOOTH WADDICOR & PARTNERS LTD 
38 PARK STREET, LONDON, w.i 


REPRESENTATIVE—Junior 


YOUNG 


requires Assistant in 
Times Art Section to 
Art Editor collect 


Radio 
help Assistant 
photographs for 


Tclevision pages of Radio Times 
and maintain records Knowledge of 
typography and ability to prepare 


working layouts and magazine make-up 
are required Some experience of 
Selection of photographic material 
suitable for blockmaking is desirable 
Salary £415 with § annual increments 
to £575 p.a. maximum Applications 
to Appointments Officer, Broadcasting 
House, London, W.1, marked “Art 
A.W.” within a week. For acknow- 
ledgement please enclose stamped 
addressed envelope. 

Executive—— 
required with ability to discuss Sales 
Promotion and Advertising schemes 
with Nationa! Advertisers and Agents. 
To obtain and progress commissions, 
using comprehensive art prim 
and display services. Reply to Sales 
Manager. 

Box 3649 Ad. Weckly 180 Fleet St EC4 


BOOK-KEEPER/SHORTHAND TYPIST, 


ma:e or female, required as assis ant 
to Accountam in Technical Advertising 
Agency. Experience of space buying and 
Preparing space schedules also desir- 
able. Should be quick worker and be 
ab'e to grasp facts and detail without 
supers ision 

Box 3542 Ad. Weekly 180 Fleet St EC4 
LADY required as order and 
progress clerk for well-known group of 
Printing Designers. Know'edge of Print- 
ing an advantage. Typing essential. 

Box 3548 Ad. Weekly 180 Flee: St EC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


JUNIOR COPYWRITER. 


I am looking 
for a versatile junior copywriter with 
5 or 6 years’ Agency experience, for 
appoiniment as soon as possible. If 
you have initjative and ideas, 
mented by accuracy and commonsense, 
write to me fully (in confidence) enclos- 
ing some specimens. Copy Chief, Gee 
Advertising, Lid., Welford Road and 
Cariton Street, Leicester. Our accounts 
from feminine fripperies to 
and you will be expected, 
in time, to tackle all of them 


ALL-ROUND ARTIST required immedi- 


ately for busy Advertising Deparment 
in West End. Experienced in disp!ay 
work, exhibitions and layouts for sales 
promotion, printed matter, etc. Re- 
sponsible position with large National 
Advertisers, Scepe for energetic man 
with ideas and initiative. Write detail- 
ing training and experience with an 
indication of salary required te 

Box 3625 Ad. Weekly 180 Fleet St BC4 


FIRST CLASS LETTERING and gencra! 


artist required for — State age 
and previous cxperic 
Box 3619 Ad. Weekly. 180 Fleet St EC4 


CREATIVE 
MAN 


A good opportunity offers itself 
for an experienced creative 
copywriter-visualiser. He must 
have had Agency experience on 
a variety of accounts, covering 
originating and writing. The 
preparation of preliminary rough 
layouts is an advantage. A keen 
man who can look for facts, who 
can originate and develop copy 
themes will enjoy this work on 
national and technical accounts. 
Applications should state age, 
details of experience and salary 
required, to 
Box 36% 
Advertiser's Weekly 180 Fleet 8 EC4 


ENERGETIC and experienced bil!poster/ 


sign maintainers required by well- 
known London organisation. Good 
wages and working conditions offered 


in _—— for initiative and high quality 
work. 
Box 3626 Ad. Weckly 180 Fleet St EC4 
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JANUARY 15, 1953 


APPOINTMENTS VACANT 


Caplin’ 
aplin’s 
WANT A FIRST CLASS 
FULLY EXPERIENCED 


visualiser 


Please write giving details 
of experience and stating 
salary required to the 
ART DIRECTOR 


R. S. CAPLIN LTD. 
128 Park Lane, London, W.! 


MARKET RESEARCH. Permanent ap- 
pointments for women tw interview the 
public on commercial and social sub- 
jects. Applicants must be able to 
work away from home if necessary for 
periods of one week or more. Training 
given. Starting salary £6 a week with 
out of pocket expenses. Apply in 
writing, stating age, arene, experi- 
ence and salary carned, to: Research 
Services, Ltd., (F.W.), -T Shaftesbury 
_ Avenue, London, W.1. 

SPACE REPRESENTATIVE 
Local media, Greater London area 
Excellent commission. References. 

Box 3629 Ad. Weekly 180 Ficet St EC4 

PRODUCTION ASSISTANT required by 
medium-size Agency, West London. 
Intelligence essential in addition to 
block ordering and genera! production 
experience. Wil! be responsible direct 
to Account Executive for group of 
accounts, mainly technical. Male oe 
female assistant considered. Please 
write experience and salary required to 
Box 3532 Ad. Weekly 180 Fleet St EC4 


~~ required. 


STUDIO 
MANAGER 


London Agency requires 
competent man to handle 
medium size Studio and 
Art 


Agency experience in a 


buying. Previous 
similar capacity essential. 
Must be familiar with all 
phases of advertising art. 
Reply, stating full details and 
salary required. 


Box 3522 
Advertiser's Weekly 180 Fleet St EC4 


A GOOD OPPORTUNITY is offered 
young man as beginner in our Produc 
tion Department. Must have completed 
Nationa! Service Duties will include 
giving general assistance in Department 
under guidance of Production Manager 
Ample chances for widening experience 
exist Write fully (do not phone), 
Stating salary expected, to “P.A.,"" E 
Martin Harvey Advertising Service. 
Ltd., 40, Sackville Street, London, W.1 

YOUNG MAN WITH ART SCHOOL 
TRAINING wanted for interesting post 
with weekly paper (London) Accus- 
tomed to handling blocks, interested in 
layout and capable of devising and 
executing a forms of graphic 


presentation Wr 
Box 3622 Ad 


Weekly 180 Ficet St EC4 


CLASSIFIED ADVERTISEMENTS 


SPACE SALESMAN required for Eastern 
Counties. Must be first-class man who 
can really sel! Possibility sucoceding 
advertisement manager shortly retiring 
Car desirabic 
Box 3631 Ad. Weckly 180 Fieet St EC4 

ADVERTISEMENT REPRESENTA. 
TIVES REQUIRED in West and North 
West London areas for old-established 
group of London weekly newspapers. 
Box 3624 Ad. Weckly 180 Fleet St BC4 

PRODUCTION MAN required for junior 
post with excellent prospects in West 
End Agency (R.P.A.). Ful! details of 


education, experience and salary re- 
quired to 
Box 3499 Ad. Weckly 180 Fleet St BC4 


INTELLIGENT JUNIOR (male) required 
to Wain as retouching artist, must have 
artistic ability. Call any day between 


9.30 a.m. and 5.30 p.m. Cheeseman's 
Art Service, Ltd., 131 Fieet Street, 
E.C.4. 

OLD ESTABLISHED MANUFAC- 


TURERS of original showcards require 
first<lass representatives for London 
and Provinces with established connec 
tion «6of §6national § advertisers Only 
applicants for full-time service will be 
entertained. Write giving full parti- 
culars of experience, age, commission, 
ek., to 

Box 3618 Ad. Weekly 180 Fleet St BC4 


AN OPPORTUNITY 
occurs in a London Agency for 
a young 


ASSISTANT ADVERTISING 
EXECUTIVE 


Ideas and Layout man with all 
round experience to work on 
medium sized accounts. Full 
particulars and salary required 


to 
Box 352! 
Advertiser's Weekly 188 Fleet St EC4 


FASHION ARTIST for Infants’ and 


Children’s Coats—must be of good 
appearance and over 18 years of age 
Reply by Ictter giving age, full details 


of taining and previous experience to 
Box 3620 Ad. Weekly 180 Fleet St EBC4 


LAYOUT MAN 


Another layout man is required to 
complete our creative team. Must 
be capable of producing slick visuals 


for presentation to client, Write 
Stating experience, salary required, to 
CRANE PUBLICITY LID., 


5-9 Quality Court, Chancery Lane, 
W.C.2. 


AN EXPERIENCED ACCOUNT EXE- 
CUTIVE is required by John Haddon 
& Co., Litd., to take over a number 
of National and Trade Accounts. Age 
preferably between 30/40. A _ pension 
scheme is available. Please send full 
detajis of carecr w Personmel Director, 
11 Salisbury Square, E.C.4 


ADVERTISEMENT SPACE REPRESEN- 


TATIVES (cither sex) required for 
work on church publications, London 
most provincial areas Good 


media, plenty of repeaws, constant work 
First-class opportunity for hard worker 
Apply Graham Cumming, Ltd., Chape! 
Place, Ramsgate 


ARTIST. London Studio has a vacancy 
for a good al! round Genera) Artist. 
Write fully to 


Box 3559 Ad. Weekly 180 Fleet St BC4 

PRODUCTION ASSISTANT required for 
expanding London agency. Interesting 
Progressive position, handling group of 
accounts including block ordering, copy 
detail! etc Five-day weck Apply 
Crane Publicity Lid., 5-9 Quality Court, 
Chancery Lane W.C.2 Iclephone 
CHAncery 5287. 


FIRST CLASS RETOUCHERS required 


Weat End Studio MAY fair 
2251. 
ADVERTISER sccks a youngish man 


with knowledge of printing, publishing 
and advertising and with wide business 


contacts An excellent opportunity for 
the right man Full details of experi 
ence to 

Box 3647 Ad. Weekly 180 Fleet St EC4 


LAYOUT. An experienced Layout Man 
is required by a well-known Agency 
He should be capable of producing 
first-class Layouts and Visualising when 
necessary Write 
Box 3608 Ad. Weekly 180 Fiect St EC4 

VISU ALISER/COPYWRITER wanted by 
wel! known Agency handling Engincer- 
ing Accounts State ae expericnee, 
age and presem salary, 

Box 3560 Ad Weekly 180 Fleet St EC4 

PRODUCTION. Vacancy exists with 
well established London Agency for 
experienced production man. Previous 
Agency experience essential, Write fully 
Box 3609 Ad. Weekly 180 Fleet St EC4 

SPACE SALESMAN with good selling 


record wanted for — ished trade 
journal Willing to travel. 
Box 3630 Ad. eekly 180 Ficet St BC4 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS, Private Secre- 
taries, Clerks, etc. If you are in_ urgent 
need of staff, contact Embassy Bureau, 
Exce! House, Whitcombe Street, 2. 
(WHltehall 5924). We specialise in 
efficient personnel, 


FREE LANCE Lettering artist. requires 
commissions. Write Box 435 c/o 7 
Coptic Street, W.C.1. 


COPYWRITER, 28. secks position in 
Advertising Agency or Publicity Depart 
ment, Magazine production and publi 
city experience. Free lance writer 
Box 3508 Ad. Weekly 180 Fleet St BC4 


ASSISTANT 
ADVERTISING MANAGER 
The above position is sought by a young 

man who can claim: 
5 years with leading agencies. 
3 years with internationally known 
advertiser, 
Ad. Association Intermediate Cer- 
tificate, 
RSA. Ist Class Certificate (Ad- 
vertising), 
Advertising essay award winner 
Salary £600. Must — in — Please 
write to 


Box 
Advertiser's Weenty ~ Fleet St EC4 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


LONDON WEST END 
STUDIO 


requires 
FIRST CLASS 


FREE LANCE 
ARTISTS 


for the following 


FASHION, 
FIGURE, 

STILL LIFE and 
LETTERING 


Please write giving details and 
phone number where possible 


Box 3642 
Advertiser's Weekly 180 Fleet 81 ECS 


PRODUCTION ASSISTANT. Adver 
Using student with flair for visualising 
layout, copy of the uncommon variety 
(specimens) secks oreo to train 
for executive posi 
Box 3563 Ad. Weekly 180 Fleet St E44 


SENIOR EXECUTIVE available, 
sive Agency experience, creative 
writer, practical knowledge 
with wide circle contacts 
Box 3552 Ad. Weekly 180 Ficet Si EC4 

ARTIST-DESIGNER many years exper 
ence (Agency, Printers, Manufacturers) 
Requires change of employment, Pre 
ferably with Printer or Manufacturer 
in Warrington areca, or would consider 
Canada 
Box 3553 Ad. Weekly 180 Fleet St BC4 


TRADE | TECHNICAL JOURNALIST 


ext 
copy 
production 


and publicity man secks job necding 
constructive intelligence and imagina- 
tion Experience in textiles, fashions, 
foodstuffs. Editorial features, layout, 


knows type and print buying 
Box 3554 Ad. Weekly 180 Fleet St BC4 


ADVERTISING MAN 
For 12 years held high executive posi- 
tions in retail and food trade, seeks 
advancement. Familiar with all aspects 
of advertising and sales promotion 
A competent designer. Personality, 
drive and initiative. Age 40. Advertisers 
and Agents are invited to write 


Box 3440 
Advertiser's Weekly 180 Fleet St EC4 


IDEAS for posters, 
Post with scope 


Publicity, publishing 
required by visualiser 


artist able to make finished drawings 
for all reproduction, al! processes 
Box 3555 Ad, Weekly 180 Fleet St bLC4 


FREE LANCE SERVICES 


FREELANCE CREATIVE ARTISTS re 
quired Studio space may be avail 
able \ required. Fieet Street Studi 


App! 

Box ¥si1 Ad. Weckly 180 Ficet St E64 
ESTABLISHED FREE LANCE Designe: 
desires to represent Agency or Organ 
sation and design al! Exhibition and 
Display work Phone GERrard 641% 


’Phone your Classifieds to CHA 8844 (Ex 25) 


FREE-LANCE illustrators and Com- 
mercial Artists required, Must be of 
high standard. Please send TWO speci 
mens only with stamps for return (DO 
NOT CALL), to BROMPTON ARI 
aes NCY, 50/52 Old Brompton Road, 


ARTISTS capable of first class layout and 


design. Finished art work. Still life 
Lettering. Men's Fashions. Mechanical 
illustrations. Scraper Board, Line oF 


wash drawings for National and Trade 
Press advertising. Catalogues or Leaflets, 
seck additional work 
Box $228 Ad. Weekly 180 Fleet St BCA 

FREE LANCE REPRESENTATIVE for 
high class printers with West End 
Yiice, London and Suburbs Experi- 
ence an advantage bit not emsential 
Personal introductions would be given 
to good salesman. Expenses and com 
mission. Dugdale Printing, 122 Wardour 
Street, W.1 

TECHNICAL ACCOUNTS DEMAND. 
An artist who knows his onions! We 
do all kinds of work in this field 
WHITELEY, The Chandos Studio, 48 
Chandos Place, W.C.2. TEM 2812 


BUSINESS OPPORTUNITIES 


PROVINCIAL PRINTER with modern 
Piant (Commercial and Periodical) is 


offered London Representation, Ex- 

penses ang commission 

Box 3512 Ad. Weekly 180 Ficet St BC4 
PERSONAL SERVICE for the small 

advertiser..Kirkstudio Lid 24 «Hol- 

born, E.C.1. CHAncery 4713 ; 
OFFICE. One room, Strand, suitable as 

studio, in offices of new firm of editorial 


and design consultants, £2 per week, or 
less if occupant is able to co-operate 
in some way, preferably by introducing 


business. Write, giving full details, to 
Box 1562 Ad. Weekly 180 Fleet St BC4 


HOUSE MAGAZINES 


is there a concern that wishes to pro- 
duce a really high-level house magazine? 
Publications consultant, London, with 
first-class production resources, would 
welcome inquiry from organisation 
whose attitude is adult. 


Box 3525 
Advertiser's Weekly 180 Fleet 6t EC4 


SPACE SALES. Firms or Individuals re 


quired by Publishers of established 
Machinery Register Agents required 
for London and Leeds areas 

Box 3491 Ad. Weekly 180 Fleet St BC4 


AN OPPORTUNITY arises to acquire the 
sole manufacturing, selling and Patent 
Rights for the United Kingdom for @ 
new advertising medium with novel 
features which will secure space selling 


revenue for many years to come. Sole 
reason for selling lack of Sales 
organisation and manufacturing facili 


ties To interested principals only full 
details will be given and demonstration 
f the prod: r: can be seen in London 
Box No ’ 78219 Sameon Clarks 
7/61 Mortimer Street London Ww Wt 


(Continued on page 126) 
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ADVERTISER’S WEEKLY 


Tuurspay, JANUARY 15, 1953 


Industry’s executive buyers and technieal advisers 


read Personnel Management because it is 
the leading authority on latest theory and 


practice relative to 


Management of Personnel 

Welfare Training & Health 
Industrial Equipment & Management 
Safety & Accident Prevention 
Canteen Equipment & Catering 

Civil Defence in Industry, ete. 


To sell equipment or supplies to industry, 
or a service that improves output, cuts costs 
or promotes staff efficiency and health, use 
Personnel Management every month . . . the 
advertisement medium that reaches the 
industrial executives. 


180, FLEET STREET, LONDON, E.C.4. TEL. CHANCERY 8844 


| 
URGENTLY 
| WANTED 


Your 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 


E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone : Mitcham 2231-1881-4054 Telegrams: Destroying, Mitcham 


—STOP PRESS — 


POSTERS WARN OF 
FARES INCREASE 


Posters announcing London 
Transport proposed increases in 
fares comprise 1,000 double royal 
for easel boards at Underground 
stations, 20,000 notices 144 x 12} 
inches inside railway cars and buses 
and 750 bus stop signs. Posters 
designed, produced and posted by 
London Transport publicity depart- 
ment. Posters are described as “a 
preliminary statement.” They sum- 
marise proposals, explain how costs 
have gone up. 


‘SURF’ MARKET 
EXTENDING 


Marketing area for Lever’s deter- 
gent “Surf’—at present confined 
south of a line drawn from The 
Wash to the Isle of Wight—is to 
be extended. A pack smaller than 
the Is. 11d. size is to be introduced. 


Campaign starting for Silver 
Exide, new car battery introduced 
by Chloride Batteries Ltd. Large 
spaces national newspapers. Agents: 
London Press Exchange. 


C. J. Rider appointed acting pub- 
lic relations and publicity officer, 
Paddington, for Railway Executive 
Western Region. He was commer- 
cial advertising agent Great Western 
Railway 1945-9. 


Leslie Latchford appsinted by 
Ewart Watson Exhibitions Lid. to 
handle press and publicity arrange- 
ments for North Lond«n Exhibition 
on April 15 at Alexandra Palace. 
Last North London Exhibition was 
in 1938. 


Annual meeting of the Institute 
of Incorporated Practitioners in 
Advertising will take place on 
Wednesday, April 15. 


Osborne-Peacock Co., Ltd., ap- 
pointed advertising agents for 
B.B.C. publications for 1953-54. 


1952 beat all records in the history 
of London Tea Centre. Public 
attendance was 344,004 as against 
295,268 in 1951, which was best 
year till then. Total attendances 
since the Centre opened in 1946 
have passed million-and-a-half. 


Two-day preview of Coronation 
fashions desiened by Britain’s lead- 
ing stylists will open on February 14 
at Suvretta House, St. Moritz, spon- 
sored by “The Ambassador,” British 
export magazine. 

W. F. P. Bishop (Aims of Indus- 
try Ltd.), appointed vice-chairman 
Bristol and West Publicity Club. 


Tothill Press Ltd., a subsidiary of 
Odhams Press Ltd., has purchased 
copyright and voodwill of two 
monthly journals “Mine and Quarry 
Engineering” and “Electrical Indus- 
tries.” Odhams recently acquired 
“Machinery Lloyd.” 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
January 15, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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